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The advertising rate in The Woman’s 
Magazine of St. Louis is $600 per 
line, with discounts for quarter, half and 
whole pages. 


THAT IS ALL. 


We have no special discount for advertising of schools and colleges. 
ra rei. ce « “ seed advertising. 
- “ incubator advertising. 
“ advertising of ‘‘ other publications.” 


In fact, we have but one advertising 


rate for all kinds and classes of advertising. 

If we could afford to sell our advertising 
space for $3.00 a line to schools and col- 
leges for their advertising, we could afford 
to sell it to the commercial advertiser at 
the same price. 

There is only one advertising rate for 
space in Zhe Woman's Magazine, and 
every advertiser who usés our columns 
pays the same rate. 


TheWoman's Magazine 


(Largest in the World.) 


St. Louis, Mo. 


CHICAGO OFFICE, NEW YORK OFFICE, 


First Nat'l Bank Bldg. Flat Iron Building. 
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This Offer Expires 


April1s 














Rowell’s American 
Newspaper Directory 


for 1907 will be ready for delivery the 
latter part of May. ‘The subscription 
price of the book is Ten Dollars net 
cash. Persons desiring to register a 
subscription, and willing to send 
check with order mow, may havea 


discount of ten per cent from the 
above price, making the net price 


Nine Dollars 


and to these in-advance-paid subscribers 
acopy of the very first lot received from 
the binders will be sent carriage paid. 

















The Printers’ Ink Publishing GCom- 
pany, Publishers of Rowell’s Ameri- 
can Newspaper Directory, 10 Spruce 
Street, New York City. 


March 6, 1907. 
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A SPECIAL AGENT 
WORKS. 


HE IS NOT ONLY A SOLICITOR FOR 
HIS MEDIUMS, BUT ALSO A CREDIT 
MAN AND COLLECTOR—HIS JUDG- 
MENT OFTEN SAVES PAPERS HIS 
SALARY OR COMMISSION—THE 
SPECIAL AGENT AS A TRUE CRE- 
ATOR OF NEW _ ADVERTISING 
WHERE HE SEEKS BUSINESS, 


HOW 


More than 2,000 newspapers 
are now represented by agents in 
New York and Chicago, and the 
importance of the special becomes 
more and more manifest as ad- 
vertising expenditures increase. 
Where once the emplayment of a 
special representative on commis- 
sion in New York was looked up- 
on as a somewhat radical method 
of getting foreign business, to-day 
every daily newspaper of any 
consequence has its spokesman in 
the metropolis. As Chicago has 
grown into a great secondary ad- 
vertising center, so the special 
agent has arisen there, and now 
Boston and Philadelphia are be- 
coming still other centers for this 
form of activity as their immense 
manufacturing interests develop 
advertising patronage. Looking 
into the future a considerable dis- 
tance, it is not difficult to foresee 
a period when still other manu- 
facturing cities may support spe- 
cial agents for the daily papers. 
There has sprung up, too, the 
special representative for maga-* 
zine publishers, farm journals, 
trade papers. Leading magazines 
and newspapers maintain their 
own offices, with men on salary 
to take care of outlying territory. 
Others trust their foreign busi- 
ness to men on commission, who 
represent a group of publications, 
a “list,” made up of from a half. 


No. 10. 


dozen to two dozen mediums. 
Some “lists’ are small and select, 
while others are composed of 
minor mediums, Hardly any pub- 
lication of any value whatever in 
foreign advertising but can get 
some sort of special representa- 
tion—even country weeklies are 
taking steps to be so represented 
in groups covering important ter- 
ritory. 

It is generally assumed that the 
special agent spends most of his 
time in soliciting. And he does. 
But there are other functions pe- 
culiar to his high office. He is 
also a credit man, a collector, a 
censor of advertising copy and a 
genuine creator ot new advertis- 
ing business who may, in time, 
very largely supersede the gen- 
eral agent in that important work, 

The newspaper publisher who 
engages a special agent usually 
starts him off with. the funda- 
mental proposition that twenty- 
five per cent commission shall be 
allowed not only on all advertis- 
ing that he sends the paper, but 
upon all that comes from his ap- 
pointed territory from any source 
whatsoever. Out of this commis- 
sion, however, the general agent’s 
ten or fifteen per cent must be 
paid, so that the special nets ten 
or fifteen per cent for his own 
work—usually ten per cent. His 
largest item of outgo from this 
is for soliciting. Some of the 
special agencies representing a 
dozen papers have nearly forty 
men at work in New York and 
Chicago. A good proportion of 
these are “outside men,” and 
where the agent is a young man 
with a rather unknown, growing 
list, he will perhaps spend not 
more than two hours a day in his 
office. The remainder of his time 
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is passed in calling on advertisers 
and general agents. 

The office men of a large: spe- 
cial agency, however, perform 
services that are quite as impor- 
tant as those of the man who 
brings in the business. | Where 
the latter makes money for his 
publishers, the office men often 
save it. They exercise, in the 
first place, an active supervision 
over credits. Dozens of doubtful 
concerns are continually spring- 
ing into view with roseate plans 
for acquiring fortunes by adver- 
tising to be obtained on credit. 
The newspaper publisher at a dis- 
tance could never distinguish be- 
tween the good and bad in all 
foreign business presented for his 
consideration. ‘he special agent 
is on the ground, and by making 
him responsible for the solvency 
and honesty of advertisers, the 
publishers transfers a heavy load 
to the special’s shoulders, and 
usually clears up a profit at the 
end of the year that is made up 
of hard cash, rather than “bills 
outstanding.” As a credit man 


the special comes near saving the 


publisher as much as his salary 
or commissions amount to. Often 
before the A. N. P. A. has passed 
on the character of new firms, or 
before a rating can be had from 
mercantile agencies, the special 
agent has gone to the new adver- 
tiser and made his own investiga- 
tion. He performs this service, 
too, with the innumerable small 
general agencies that appear from 
month to month, clamoring for 
recognition, and by methods of 
his own is commonly able to 
judge whether they will become 
real factors in the agency situa- 
tion, or disappear next month 
more suddenly than they appear- 
ed. The stories that specials tell 
about their investigations in this 
line are literally without number, 
and show how thoroughly human 
and direct are their ways of judg_ 
ing risks. Where the mercantile ° 
agency reports in its formal lang- 
uage that “There would appear 
to be some doubts as to the ad- 
visability of extending credits,” 
the special bluntly says, “This 
man has a few letterheads, an 
office as big as a soap-box, and 
Me N.: G” 


The office men in special agen- 
cies also attend to checking and 
collections. Indeed, it is the 
practice of many newspaper pub- 
lishers to render their special 
agents a simple monthly bill for 
space used, less the twenty-five 
per cent commission. ‘Lhe special 
pays this, collects from adver- 
tisers, allows commission to the 
general agent and meets out of 
his own, pocket all bad accounts, 
whether they arise througn irre- 
sponsibility of general agents or 
small advertisers who place 
direct. 

In soliciting business the pres- 
ent-day special agent goes so far, 
and is developing along certain 
lines with such aggressiveness, 
that there is much truth in the 
axiom laid down. lately by a 
prominent representative in the 
special field, “Every new special 
agent, if he is a live one, takes 
so much from the general agent 
as a creator ot new business.” 
In early days it was the general 
advertising agent’ who visited 
business houses, won them over 
to advertising, and sent their 
business to the publisher. There 
was nobody else to perform such 
work. But to-day the general 
agent cannot afford so large a 
margin for soliciting. His duty 
to the advertiser is greater. His 
copy and other services cost him 
more. He has an inflexible ten 
or fifteen per cent allowance upon 
which to give such service, and 
must build up his indoor organi- 
zation at the expense of the out- 
door. So, much of the work of 
soliciting now falls on_ special 
agents, and as their specialty de- 
velops they go farther and farther 
afield after new advertising. Once 
the special was content-to merely 
visit the general agencies. In 
some cases he was content to 
write them letters informing 
them that he was still doing busi- 
ness at the old stand. But now- 
adays special representation in- 
volves more and more of what is 
known in newspaper reporting as 
“legwork.” The special keeps his 
eye on every general agency, and 
knows when each is placing im- 
portant accounts, and is on the 
spot to speak for his own papers. 
He also visits the advertisers. 

(Continued on pace 6). 
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Four Bargains in 
Agricultural Advertising 


Offered by the | : Interesting 








Pierce Publica- | _ | Propositions to 








tions, Central Purchasers of 




















Office, Des| | Me | High-Class 


Moines. Iowa. ~ Publicity 2 








Bargain No. I.—Display space in all five of the Pierce Publi- 
cations, with a guaranteed circulation of 370,000, for $1 per agate 
line, flat. ‘lhe list comprises THE IowA HoMFSTEAD, Des Moines, 
Iowa, circulation 100,000; THE FARMER AND STOCKMAN, Kansas 
City, Mo., circulation 56,000 ; THE WISCONSIN FARMER, Madison, 
Wis., circulation 34,000; THE HoMEMAKER, Des Moines, Iowa, 
circulation 120,000 ; THE FARM GAZETTE, Des Moines, lowa ; cir- 
culation 60,000, 


Bargain No. 2.—Display space in the three Pierce Weeklies, 
with a guaranteed circulation of 190,000, for 60 cents per agate 
line, flat.. This list consists of THE IowA HOMESTEAD, Des Moines, 
Iowa; THE FARMER AND STOCKMAN, Kansas City, Mo.; THE 
WISCONSIN FARMER, Madison, Wis. No duplicate of circulation, 
covering the ten States of Iowa, Illinois, Nebraska, Wisconsin, 
Minnesota, North and South Dakota, Missouri, Kansas and Okla- 
homa, witn maximum economy and efficiency. 

Bargain No. 3.—Display space in THE HOMEMAKER, Des 
Moines, Iowa, and THE FARM GAZETTE, Des Moines, Iowa (both 
monthly), for 50 cents per agate line, flat. Combined circulation 
180,000. FARM GAZETTE forms close on 1oth of preceding month, 
HOMEMAKER on 26th. 


Bargain No. 4.—Classified advertising in the three Fierce 
Weeklies, with a guaranteed circulation of 190,000, for five cents a 
word each insertion; no single insertion for less than $1.20. No 
display type or illustrations accepted. Each number, initial and 
abbreviation, including name and address, counts one word. Copy 
must be received by Saturday of preceding week. Terms, cash with 
the order. 

The Pierce Publications are the greatest group of farm papers in 
the world, THE HoMESTEAD carries more commercial and live 
stock advertising than any other agricultural weekly published. All 
circulation figures guaranteed. Address 


_THE PIERCE PUBLICATIONS, 


Des Moines, Iowa. 

















6 PRINTERS’ INK, 


For many yeafs there existed a 
vague ethical belief that the 
special must not go direct to ad- 
vertisers and talk for his own 
papers, because this might be con- 
strued by the general agent as an 
encroachment upvu ais province. 
To-day, however, the average 
special is so skilltul and tacttul, 
so keenly aware ot the line that 
exists between his own activity 
and that of the general agent, 
that much of his promotion work 
is expended upon advertising di- 
rect. He visits not only those 
business houses already known as 
advertisers, but also aigs up firms 
that have never advertised. In 
some cases he is the means of 
converting the latter to advertis- 
ing, and his work is of such a 
disinterested nature that he may 
wait a year or more before any 
of the new business resulting can 
go to his own papers. An illus- 


tration of the special agent’s im- 
portance as a creator of new busi- 
ness is found in this instance of a 
new advertiser now entering the 
national field on a small scale: 
A firm uptown in New York 
City makes a proprietary remedy 


of a cathartic character. It is a 
house well established, and com- 
manding fairly ample capital. It 
had never employed an advertis- 
ing agent or advertising mana- 
ger, however, and spent little for 
publicity. Several years ago the 
head of this concern fell under 
the spell of the “experts” and 
handed over $5,000 to an adver- 
tising prestidigitator. The latter 
romptly borrowed a hat of some- 
. in the audience and trans- 
formed the money into a rabbit. 
Then he made the rabbit vanish 
completely, and returned the hat, 
and that’s all there was to it. 
The proprietary man, with par- 
donable logic, decided that ad- 
vertising experts were all frauds, 
and thereafter undertook, when 
he had money to spend for pub- 
licity, to spend it himself. 

A well-known special agent 
came across this business man at 
one of the psychological moments 
when he had some more money 
to spend in advertising, and had 
just devised a plan to spend it. 
Out in a city in the Middle West 
a retail druggist had become con- 


spicuous as selling agent for his 
remedy. He planned to spend 
money: in the local newspapers to 
help this druggist.. The special 
agent had the representation, in 
that city, of a paper which would 
undoubtedly have got most of 
this expenditure. It was the best 
paper there. The prospective ad- 
vertiser showed the special his 
copy. The special stated, in a 
diplomatic way, his opinion of 
this copy. His opinion was, 
briefly, that it was “rotten.” He 
suggested that the proprietary 
man put his little wad into the 
hands of a good general agent. 
The proprietary man bluntly re- 
fused. Then the special forward- 
ed the copy to the retail druggist, 
who stated a little less diplomat- 
ically what he thought of it—that 
it was not only “rotten,” but that 
he didn’t care to have it appear 
in his community in connection 
with his business. 

“Let me send around a general 
agent who can handle this propo- 
sition right,” insisted the special. 

“No,” said the proprietary man, 
“if you send one of the big 
agents who is really capable he 
will simply laugh at an appro- 
priation so small as mine, and if 
you send a small agent I’ll lose 
my money.” 

The special had in mind an 
agent who not only understands 
proprietary tactics through long 
training in this ‘particular field, 
but one who was just beginning 
business on his own _ account. 
The advertiser finally consented 
to talk with this general agent, 
and the upshot was that he placed 
his appropriation in his hands. 

The next logical course, it 
would seem, would have been the 
carrying out in this one city the 
advertiser’s original plan, with 
better copy. - But exactly the re- 
verse happened. The general 
agent utterly refused to place a 
line of advertising in a town so 
far from the advertiser’s distri- 
butive organization. He started 
him on a campaign that not only 
cut out the special’s mediums, but 
cut out newspapers altogether. 
The campaign opened in New 
York street cars. 

It is said to be paying. Next 
year, newspapers in a few east- 
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ern cities will probably be added, 
as distribution is perfected, and 
perhaps the second year the cam- 
paign will reach the town that 
the advertiser originally had in 
view. The important point in 
this whole story is that the spe- 
cial agent is quite satisfied to wait 
until that advertiser can use his 
paper with certainty of profit. He 
was willing to solicit this adver- 
tiser, turn him over to a general 
agent, and abide by the conse- 
quences. Incidentally, when the 
campaign is extended in the East 
next year, it will doubtless bring 
business to another paper on his 
list. But even this is largely a 
coincidence. 

Much of the work of the spe- 
cial agent to-day is along similar 
lines, and in this direction there 
seems to be most room for devel- 
opment. The special is not mere- 
ly a solicitor, but is far-sighted 
enough to build business for the 
future. Where a special fits his 
operations into those of the gen- 
eral agent in this manner there is 
naturally good will. and recipro- 
cation. “It is the special’s per- 
sonality, the good will of the 
general agencies and the genuine 
merit of the medium that win the 
business,” says a prominent spe- 
cial, 

The special keeps close track 
of new advertisers. He watches 
the magazines especially, waiting 
for the time when the national 
advertiser, beginning with this 
form of publicity, will have per- 
fected his distribution to a point 
where newspapers can be added 
to his propaganda. Many of the 
large concerns that first come to 
light as advertisers in the maga- 
zines have branches in towns 
where the special’s papers are 
located. The paint manufactur- 
ers, for instance, are in this class. 
A little promotive work often re- 
sults in an extension of the cam- 
paign in the newspapers of a few 
cities. The special also follows 
the seasons closely. Just now 
every corset manufacturer in 
New York and the East will re- 
ceive calls from specials, who aim 
to interest him in newspapers for 
the spring selling season. In fall, 
just before the social season 
Opens, the champagne agents are 


visited, and so the entire year goes,. 
each month bringing its special 
line of promotive work. The 
special agents also build up cer- 
tain departments in their individ- 
ual papers, such as_ educational, 
hotels, etc. The Baltimore News, 
for instance, carried a few years 
ago hardly any advertising for 
steamship lines. This is a very 
desirable class of business to se- 
cure, for once a paper has it, 
patronage comes steadily and al- 
most as a matter of course, like 
classified liners. Dan A. Carroll 
and his staff undertook to secure 
steamship patronage for the 
News, and by systematic promo- 
tive work and steady hammering 
they have built up a showing so 
good that now, whenever an 
agent or a steamship company 
makes up its list of mediums, the 
Baltimore News is one of the pa- 
pers included almost instinctively. 
Jas. H. Coizins. 
——_$_+)>—_—__—— 


Ir half a dozen of the latter-day 
magazines should disappear nobody 
would start a search-party for them or 
arrange an advertisers’ meeting to_ pass 
resolutions of regret—Mail Order 
Journal. 





1906 


THE 
CHICAGO RECORD-HERALD 


ADVERTISING 
GAINED 


1.793 Cols. 


over 1905, which broke 
all previous records, 





CIRCULATION JAN, 1907: 
Daily Average, 150,527 


Sunday “ 216,042 


The only morning paper in 
Chicago which prints its circula- 
tion every day. 

THE 
CHICAGO RECORD-HERALD 
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A LIVING AUTOMATON 
LEADS TO A GENERAL 
ADVERTISING CAMPAIGN. 


The figure of a Roman warrior 
armed cap-a-pie in crested hel- 
met, thonged cuirass and short 
sword and spear, is attracting 
crowds to the windows of the 
Crawford Shoe Stores in the 
East. The figure stands with 
lifted head and firmly planted 
sandaled feet in true heroic style, 
and while the hands and arms do 
various things in the way of di- 
verting attention to shoes and 
signs in the window, the gaze is 
far-fixed as though the warrior 
had come to life out of a dead 
past for a moment, and was again 
one of the legion of Julius 
Cesar about to descend upon the 
Gaul or the Volscian. 

It is the combination of three 
things—the very striking costume, 
the subdued, yet natural anima- 
tion of the fixed countenance, 
combined with the remarkably 
automatic quality of pose and 
gesture—that make of this an im- 
portant living advertisement. The 
way the Crawfords secured the 


man was tersely told by C. E. 


Hutchinson, president of the 
Crawford Shoemakers, Inc., the 
other day. “I met my fate in the 
shape of advertising novelties 
(and I had been long looking for 
one) at the World’s Fair in St. 
Louis,” he said. “I saw this man, 
who in private life is Edward Lee 
Fields, of Hartford, Conn., pos- 
ing there at the booth of a Ger- 
man polish concern, and was 
taken with the originality and 
strength of his work at once. 
There are not many men in this 
line of business, thcy say not 
over a dozen in the whole coun- 
try and some of them are fakirs, 
but this man puts real soul into 
his: work,—if you can speak that 
way about what appears to the 
public eye to be only a wax fig- 
ure, and I saw this at once. 

“So far as costume is concern- 
ed he poses for me as he did for 
the German firm. I have not 
been able to improve on the strik- 
ing costume of the Roman war- 
rior, which is historically correct 
in every detail by the way. And 
the public seems to be completely 


taken with it. When he came 
East last summer 1 followed him 
up and soon had him in our win- 
dows. Of course this was a com- 
plete novelty in the shoe business, 
and I gave it a careful prelimin- 
ary trying-out. I watched the ef. 
fect closely, going out on the 
sidewalk and mingling with the 
crowd, watching and _ listening 
with both ears. I came to the 
conclusion that I had a feature 
which would, beyond question, 
impress the public with the loca- 
tion of the individual _ store 
wherever the man _ was _ seen. 
While the fact that we had stores 
in Greater New York was prob- 
ably generally known I knew that 
their exact location to our non- 
buying public was an unknown 
quantity. So I retained this feat- 
ure at first, simply. and solely, to 
get the location of our stores in 
the minds of the general passers- 
by—not to drive the crowd in. 
That I saw was to come lIater if 
it came at all—and it did come. 

“The Crawford people with 
their many stores, and large dis- 
tribution in regular trade chan- 
nels, have still never been general 
or even important users of the 
newspapers, and the time had 
come when I had to look for 
something that would make a ten- 
strike. The name ‘Crawford’ is 
pretty well known to individual 
shoe buyers. But to familiarize 
them definitely with each large 
store where our shoes are sold— 
to impress the location so that it 
would not be  forgotten—was 
what I wanted to do above all 
things else. And this Roman 
warrior has solved . the problem 
for me. 

“At one of our down-town 
stores the crowd was continuous- 
ly so great that I had to take him 
out of the window on account of 
blocked traffic. At all times the 
sidewalk in front of the window 
where he is posing is crowded, 
and often I have to send a clerk 
out to regulate the number. I 
have had many letters from dif- 
ferent concerns asking for an op- 
tion on his services or what I 
would take to release him, and 
representatives of well-known ad- 
vertising agencies have called and 
wanted to negotiate from time to 
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time. I have heard of several 
instances in which men at clubs 
and in hotels have spoken about 
him, and caused friends and ac- 
quaintances to come down and 
look him over. Of course there 
are bets every day and every hour 
as to whether he is alive or not, 
in front of the window where he 
is posing. 

“There is something mysteri- 
ous, mystic, almost unfathomable, 
in his look that, in connection 
with his wonderful semblance of 
the rigidity of an automaton, 
would, I believe, hold even a gen- 
uine wax-figure enchained. 

As to actual results—when I 
first put him in the window of 
our 42d street store I kept a 
faithful record for one. hour, and 
I found that only four passers-by 
out of twenty-five did not come 
to an absolute .standstill before 
that window. Well, when you 
get anything in New York City 
that will stop eighty-four people 
out of 100—ston ’em still—you’ve 
got something that’s worth while. 
As to resulting sales—the final test 
—we have found that the business 
at each of our stores was one- 
half to two-thirds larger on each 
day that he “showed” there—to 
borrow a theatrical term. Of 
course the work is trying, and he 
only poses from 12 to daily, 
doing a half-hour’s work with ten 
minutes’ intermission. Fields is 
a born actor, although he never 
was on the stage in his life, and 
he actually likes this work. Like 
the actor off the stage he is only 
dull and lifeless when out of the 
window, notwithstanding that in 
the window he is only an in- 
spired automaton. He has been 


a small peddler and sample dis- 
tributor all his life, and was do- 
ing this work for the polish firm 
at the Exposition when the idea 
of buying a suit of brass armor, 
polishing it up and posing in ‘it 
struck him, lt seemed to awaken 
the dramatic instinct that is dor- 
mant in every one of us—and it 
is this spark in the man_ that 
communicates itself to the crowd 
and holds it, while he himself is 
really enjoying the sensation of 
a real actor on the boards. That 
is the way he explains it himself 
when he has doffed his armor 
and is just plain Edward Lee 
Fields, and not the legionary of 
Cesar before the curious crowd. 

“The theater people are in fact 
constantly making him overtures 
and the Hippodrome has sent for 
him two or three times. As a 
convincing proof of his power as 
a “puller” let me tell you a final 
story. The senior member of the 
Weinbergs, who control a great 
deal of street-car advertising, 
called on me the other day, and 
said he had had his shoes made 
to order at $12 a pair for years. 
He had passed our 42d _ street 
window, saw the warrior, and the 
thing struck him so hard that he 
actually went inside and bought a 
pair of shoes for himself. 

“The success of this novelty 
kas been so great that we are 
now planning a general campaign, 
to include the street cars in New 
York City and good-size spaces in 
dailies in other cities, where our 
stores are located.” 

——_+e—_—__——- 
A BANKRUPT sale, like a_breach- of- 


promise suit, is the advertisement of 
a lost opportunity.—White’s Sayings. 








Iowa. The Caritat is Des Moines’ 


copies daily. 





Che Des Moines Capital 


Des Moines isa city with a population of 90,000. 
factories, forty-four home insurance companies, nineteen steam railroads, five inter- 
urbans, is a college and educational center, has seven hundred and fifty acres of parks, 
is an immense retail and jobbing center—it is the head and front of the great State of 
greatest newspaper. 
ished every night in nearly every home in the city. Circulation in 1906 was 41,751 


Eastern Representatives—O’MARA & ORMSBEE, World Bldg., New York 
LAFAYETTE YOUNG, Publisher. 


It has two hundred and fifty 


It is read and cher- 
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“COMPETING” TRADE JOUR- 
NALISM—A BROWN 
STUDY. 


An unsuccessful Brooklyn pub- ‘ 
lisher said to the writer a few 
weeks ago, “There's the Coal 
Trade Journal; it has been very 
successful; it is without a competi- 
tor’—and so on. I ventured to 
disagree with all he said on the 
“competing” aspect. He had no 
idea himself of starting a compe- 
tition journal—simply expressed 
himself frankly without any prev- 
ious inquiry as to whether a com- 
peting journal was wanted. He 
had no connection with the coal 
trade, nor with the chief backers 
of any trade journal—its adver- 
tising patrons. He did not know 


of the mortality of the “has 
beens” of previous coal-trade 
periodicals. He was evidently 


one of the numerous type who 

“start to fail.” Reflecting over 
his words about a “competing 
journal,” caused me to reflect 
that during seventeen years on- 
and-off irregular contributing to 
this paper, I had never given it a 
single little “brown study.” The 
motive, however, for one was 
found in the Brooklyn ex-pub- 
lisher’s words. 

Starting a paper has been com- 
pared, in money-outflow, to pour- 
ing water down a rat-hole. It 
ordinarily takes two years to 
place it on a paying basis—if it 
ever pays at all. About ninety 
per cent of the periodicals start- 
ed, cannot stand the capital-out- 
flow and survive the two years. 
‘They succumb. $20,000 may be 
sunk on a trade journal in that 
time—and it will stay sunk. All 
there is to show at the end is a 
couple of volumes—and a quan- 
tity of unpaid advertising bills. 
Put the money into a farm or 
real estate, and you always have 
something to show for your 
money, let the worst happen. 

A typical case in competing 
trade journalism is often as fol- 
lows: An employee of a trade pa- 
a ara owing his position, 
and all he has amounted to, to 
the good-will of his employer— 
shows his “gratitude” by abrupt- 
ly terminating his services, and 
blossoms out in a couple of weeks 


with a competing paper with a 
preposterous title like “The Coal 
trade Champion,” with the usual 
cut- and-dried introductory about 

‘we will spare no pains and ex- 
pense in protecting the best in- 
terests of the trade,” etc. 

The rival does what no man 
with a conscience would do— 
makes use of all his previous em- 
ployers’. little confidences, and of 
course has, on the quiet, secured 
copies of the subscription lists, 
and narrowly watched the adver- 
tising interests—in his own inter- 
est. These advantages he forth- 
with utilizes as a matter of 
course. It is “business,” although 
he knows in his heart of hearts 
that it is a trick of which a man 
worthy of the name would be 
incapable. Advertisers are his 
chief victims. He claims a circu- 
lation of, say, 3,000, but hides the 
fact that it is practically a wholly 
give-away circulation, and has to 
be sent through the mails at post- 
age rates, before he can “get 
started right with the postoffice.” 
However, he may have ten 
promise-to-pay subscribers; and 
in the course of a few weeks 
there may arrive two or three 
dozen more promises. 

“Advertising rates on applica- 
tion;” but really his schedule- 
rate is unstable; he will get what 
advertising he can, at the cuttest 
of rates—down to $10 and $8 per 
page. Or he will swap space for 
a miscellaneous variety of goods 
—by advertising whisky, clothes, 
furniture, sewing-machine for his 
wife, piano; and their appearance 
makes the trade look upon it as 
a hybrid journal, and the thing 
is already on the decline. The 
rival publisher’s capital is at an 
end—he was going to do “great 
things,” and he may sneakingly 


advance tentative proposals to his 
former employer to buy him out 
—‘“‘merged into,” etc. If the “old 


man” is wise, he will have noth- 
mg to do with him or his paper— 
jet it drop into well-merited 
desuetude. If he is otherwise, he 
may incorporate it for a song, al- 
though worthless, so as to pre- 
serve the respectabilit ty of his 
own advertising rates from fall- 
ing too low. 

For the chief harm wrought by 
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the struggling competing journal 
to legitimate trade journalism is 
its acceptance of advertising at 
low $10-a-page rates. The older 
journal in renewing contracts, is 
met by assertions like, “the 
‘Champion’ takes my ad, at $10 
per page; don’t see why I should 
pay any more;” and there is 
either the option of declining the 
advertisement, or reducing the 
rate-card on rates already mod- 
erate enough consistent with good 
journalism, One _price-cutting 
tradesman can make gg others 
come down to his price. A grocer 
who sells a ten-cent brand of 
toilet-soap for seven cents, forces 
all the others to come down to 
his price, or lose patronage. If 
journalism is at best a “shaky” 
industry to enter, then competing 
trade-journalism is about its 
worst concomitant. The publish- 
er who cannot strike into an orig- 
inal line, and establish a paper for 
a trade or calling which at pres- 
ent has no organ—and there are 
many such—shows proof of his 
lack of originality, and is a man 
to be avoided in the competing 
trade-paper calling. Whether the 
“many such” vocations without a 
trade organ, are in need of one— 
whether it would pay, etc.—is an- 
other question. L. Lopian. 
————$+4§ 
BRINGING GERMANS TO TEXAS. 


How the State of Texas is being 
advertised by the German Immigration 
League of P. O. Box 225, Galveston, 
Texas, is thus partly described in a 
Lone Star newspaper: 

The objects of the league are: 

t o induce German farmers, 
tradesmen’ and mechanics from_ other 
States of the Union and from Canada 
to come to Texas and settle. 


2. To divert the immigration from 
Germany, which now principally goes 
to New York and Baltimore, to Galves- 
ton, 


the principal advertising medium of 
the league is the hand-book on Texas, 
a pamphlet of fifty pages, printed in 
German and issued by the league in 
an edition of 100,000 copies. This book 
is written by the ablest German editors 
of the State and will be distributed 
free of charge in the United States, 
Canada and Dcmeny. Advertisements 
and specially written articles in the 
most prominent German daily and 
weekly newspapers of the northern 
States will call attention to the hand- 
book, In Germany the pamphlet, will 
be distributed from Berlin, Leipzig, 
Frankfurt-on-the-Main and other cities, 
as well as handed to German, emigrants 
in Hamburg and Bremen.—The Adver- 
tising Agent. 


Success Magazine 


A Pertodical of American Life 
New York 
DIsTRIBUTION OF CIRCULATION 





North Atlantic States, - - 108,549 
Central Eastern ‘“‘ - - - %6,478 
Central Western ‘* - - - 46,366 
Southern, «.- + Be 
Vacific, “= = 84,310 
Canada, - -- +--+ = 9208 
Foreign, =: fe ek im es 1,781 
Dec. 1, 1906, Total, 801,788 
223,984 of this total is paid-in- 
advance yearly subscribers ; ance 


is sales, with 10,000 for advertis- 
ers, exchanges, etc. 

Advertisements in ‘‘ Success 
Magazine” are placed next to 
reading where they must be seen 
and read. We take standard 
magazine copy. 


Fh. (Coton, 


Advertising Director. 








TO STOP RATE-CUTTING. 

There is a purely mechanical, or we 
may better say, clerical, side to adver- 
tising, and in most points that bear 
on this the magazines are far ahead 
of the dailies. 

It is easier and safer to do_ busi- 
ness with magazines than with dailies 
and it pays the advertising man better. 

This applies especially to foreign 
advertisers in dailies—often local, over- 
the-counter advertisers are treated 
much better than the absentee. 

The faster the newspapers adopt the 
office ideas of the magazines the better 
for them. And every effort to bring 
about uniform practices on such ques- 
tions as ae of agents, commis- 
sions on local business, fixed rate, etc., 
should be earnestly followed. 

In line with this we note that the 
Philadelphia Bulletin has asked for 
suggestions as to how to stop rate cut- 
ting. The Bulletin is one of the few 
papers having a fixed rate that is not 
deviated from. It has taken years to 
establish the fact among advertisers 
and agents and the Bulletin is seeking 
a —_ that will prevent rate cutting. 

fe suggest a contract similar to that 
required by many of the magazines. 
No fair agent will refuse to sign it. 
Once signed, no honest agent will 
break it, nor will any advertiser urge 
him to if he considers his own inter- 
ests, for the advertiser should know 
that an agent who breaks the letter or 
the spirit of such a contract is not a 
safe man with whom to trust his busi- 
ness.—Mertz’ Magazine. 
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WHO’S WHO AND WHERE- 
FORE 





VICTOR F. LAWSON 
AND 
MELVILLE E, STONE, 





No one would resent more than 
Victor F, Lawson the distinction 
of being the best dressed man in 
Chicago. But he is. No one who 
knows the newspapers will deny 
that his is the most prosperously 
attired, with reference to business, 
of any printed in the whole world. 
Last year in round figures the 
Daily News of Chicago made a 
clear profit of over a million dol- 
lars. There are daily papers that 
have a bigger turn-over year by 
year, but there is none that has 
made the profit which the Chi- 
cago News has reaped so abun- 
dantly, so legitimately, and partic- 
ularly with reference to the im- 
portant fact that it prints but 313 
issues in every year of 365 days. 
It is a curious fact that a paper 
which deliberately issues itself 
only on week days, cutting itself 
off altogether from Sunday circu- 
lation and profit, should be able 
not only to rival but outvie those 
which take advantage of every 
possible publication period. Such 
is curiously enough the case, But 
it is a peculiar fact that is asso- 
ciated definitely with the person- 
ality of its editor and publisher. 

In all likelihood, whatever 
newspaper properties Mr. Law- 
son may acquire, he will never be 
actively interested in any that 


will publish Sunday editions. But a 


he is no Puritan. He is a broad- 
minded, liberal man, stamped 
with the character of his native 
city, but bearing in his private 
and business life the quality of 


personal integrity which would 
distinguish him in any com- 
munity. His newspaper repre- 


sents in every particular these 
qualities. 

Some theorists in journalism 
have written carefully to tell how 
distinctly a newspaper is all that 
a gentleman can never be. That 
to conduct one successfully its 
publisher must either be Mr. 
Hyde all the time or live a sec- 
ond life more divided than that 
of Dr. Jekyl and his horrible 
double as conceived by Robert 
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Louis Stevenson: They could 
find no illustration for their argu- 
ment in the Chicago News and its 
publisher, because the paper and 
the man reflect each other’s ster- 
ling qualities without blur. 
When the News informs its 
vast body of advertisers that in 
the same class they are all on the 
same footing—that its paid cir- 
culation is precisely so much, that 
there is no selected place they 
can buy for their publicity, that 
their positions are entirely at the 
option of the publisher, that fact 
goes without any question with 
the trade, just like a_ business 
check. The Royal Baking Pow- 
der and Hostetter’s Bitters peo- 
ple, two strong advertising clients 

















VICTOR F. LAWSON, 


in the estimation of almost every 
publisher in the country, have 
never appeared in the Chicago 
News because that paper will not 
give them place next to reading 
matter as a subject of contract. 
They prefer to stay out under 
the conditions, and its publisher 
prefers that under those they de- 
mand they should. The pa- 
per itself started with that rule 
before Mr. Lawson became asso- 
ciated with it, but that and simi- 
lar rules has been its fast law, 
and the advertising public know 
now just where to find it. 





Victor F, Lawson is the son of 
Iver Larsen, a conspicuous Nor- 
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wegian who went to Chicago 
from Vossvangen, near Bergen in 
Western Norway, about 1848. 
Mr. Larsen showed great ability 
and became a member of the 
Board of Aldermen of Chicago, 
and later a member of the State 
Senate of Illinois. The difficulty 
which he encountered in having 
his name _ pronounced properly 
led him to anglicize or Ameri- 
canize it to Lawson. Victor F. 
Lawson was born about the time 
of the Fremont campaign in 1850, 
and his father named him Victor 
Fremont . Lawson. Victor F., 
Lawson grew up in Chicago and 
was educated at the Chicago pub- 
lic school and high school and 
later at Dartmouth College. His 
father acquired a moderate for- 
tuné. It was comparatively large 
for those days. About 1873 or 
1874' a prominent Norwegian of 
Wisconsin named Johnson en- 
gaged with John Anderson, a 
well known Norwegian printer 
of Chicago, in the- publication of 
a daily Norwegian paper called 
the Skandaniven. Later Iver 
Larsen joined them and the firm 
became Johnson, Anderson and 
Lawson. When Iver Larsen died 
about 1874 his interest was cared 
for by his son Victor, and when 
the Chicago Daily News was 
founded in November of 1875 
accommodations were rented from 
Johnson, Anderson and Lawson. 
The Daily News was started by 
Melville E. Stone, William R. 
Dougherty and Percy Meggy. 
Meggy and Dougherty became 
discouraged and sold out (Dough- 
erty was the father-in-law of 


Stuart Robson). Some time after 


they sold out Victor F. Lawson 
was taken in as a partner and 
the firm became Lawson and 
Stone. It was subsequently con- 
verted into a stock company and 
finally in 1882 a morning paper 
was started, and in 1887 Stone’s 
health broke down and he sold 
out his interest to Lawson. 
James W. Scott started the 
publication of the Chicago Herald 
within a week of the date of the 
founding of the Morning News 
(Record). Some time after, the 
Chicago Times, which had gone 
to pieces after Storey’s death, 
was in the market, and Scott 


bought it and consolidated it with 
the Herad’ under the name of the 
Chicago Vimes-Herald. Still later 
Scott died suddenly of apoplexy 
at the Holland House in New 
York, and H. H. Kohlsaat, who 
had been on the Jnter-Ocean for 
a time and had sold out his in- 
terest to William Penn Nixon,. 
bought the Times-Herald, and 
after he had run it for some 
years he got into financial trouble 
and he and Lawson consolidated 
the Times-Herald and the Record 
under the name of the Record- 
Herald. Lawson took for his in- 
terest bonds, Kohlsaat taking 
stock. Subsequently Lawson 
took the property over from 
Kohlsaat, giving the latter bonds 





MELVILLE E. STONE. 


for his interest, and now Lawson 
is a large bondholder in the prop- 
erty. But he has made an ar- 
rangement with Frank B. Noyes 
of Washington and sold to Noyes 
the stock and Noyes is running 
the paper. 

M. E. Stone was a member of 
gr of Directors of the 
Western Associated Press along 
in 1890 and ’or. They had at 
that time a row with the New 
York Associated Press. After 
Stone retired from the News 
Lawson was elected a director 
representing the Chicago Record 
and in 1892 he and Charles W. 
Knapp, of the St. Louis Repubiic 
and Colonel Frederick Driscoll 
then of the St. Paul Pioneer 
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Press, came to Stone and wanted 
him to take the general manager- 
ship of the Associated Press. 
Eventually Lawson was elected 
president of the Associated 
Press and Stone was elected 
general manager and secretary, 
and they went at it to establish 
a national organization, and 
worked unremittingly night and 
day until they had done so. The 
New York Associated Press and 
its successor the United Press 
meanwhile went to the wall, and 
the Associated Press succeeded 
both, of them. 





Such in brief is the estimate 
and record of the man as dictated 
by his closest personal and busi- 
ness friend to the reporter of 
Printers’ INK, 

But there is something more to 
say of him ana his associate of 
many years, Melville E. Stone. 
The News was begun as a replica 
of the New York Evening News, 
in November, 1875. It was the 
first penny paper printed west of 
the Allegheny Mountains, and its 
early days were marked by strug- 
gle and adversity. Stone had 
been a restless newspaper worker 
in Chicago, and had employments 
on various dailies. He was a bad 
servant. At one time he was City 
Editor of the IJnter-Ocean, and 
while an efficient one as city edi- 
tors go, not successful as publish- 
ers regard that function, and he 
drifted through every Office in 
Chicago without finding holding 
ground. When he started the 
News it was his paper, whoever 
his partners might have been. It 
was the field his assertive spirit 
demanded in which to realize it- 
self, and although hampered by 
lack of capital at the outstart and 
until Lawson joined him, he 
finally concentrated his fine abili- 
ties in the business of being edi- 
tor with Lawson as _ publisher, 
and two great capacities for work 
and achievement found their 
mates. Lawson ran the business 
end, Stone the editorial depart- 
ment. In a general way they held 
consultations, but neither inter- 
fered with the other in the con- 
trol of their respective depart- 
ments—Stone gathered around 
him the brightest, cleverest wri- 
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ters engaged in newspaper work. 
If we mention that on his staff 
at one time were John Flynn, 
Eugene Field, John W. Postgate, 
David Henderson, Ballantyne, the 
McCutcheons, Harry Smith the 
librettist, McGuffy, Col. George 
Harvey, now the head of. Har- 
per’s, and a score of others as well 
or better known, the character of 
his staff may be guessed. Stone’s 
idea of a newspaper was to tell 
the news, focalize whatever was 
of a sensational nature in the pa- 
per, but to make sure of your 
sensation before you sprung it. 
That was in the days before the 
muck rakers in journalism had 
become common. 

Stone held in check by the re- 
sponsibilities of his position be- 
came a fine editor. Lawson, hav- 
ing the absolute control of the 
business department became a 
fine publisher, and the’ pair went 
along together in unbroken har- 
mony and prosperity until Stone’s 
health broke down and he sold 
out his interest to Lawson. He 
traveled abroad and _ undertook 
some other business enterprises, 
among them the presidency of a 
National Bank, but the call of 
journalism was in his blood, and 
when Lawson summoned him to 
begin the re-organization of the 
Associated Press he responded, 
and the two men came together 
again to conduct the most serious 
enterprise ever undertaken by 
newspaper men, 

The history of the re-organiza- 
tion of the Associated Press has 
no place here. It is best known 
in its results. Mr. Lawson serv- 
ed as president and Mr. Stone as 
general manager, a place he still 
fills with unquestioned efficiency. 
Lawson relinquished his place to 
F. B. Noyes of the Record-Her- 
ald. Stone, like Lawson, is a 
western man, having been born in 
Hudson, Illinois, in 1848. He was 
educated at the high school in 
Chicago and took his post grad- 
uate course in newspaper offices. 
He has all the qualities that be- 
long to a man educated in that 
peculiar school, but is a deep 
thinker, a wide reader, a linguist, 
a man of culture, polished by as- 
sociation with the best minds of his 
age; a genial, kindly spirit who 
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enjoys no hours better than those 
he can give to his old associates 
in the days when the News 
scarcely knew if it could issue its 
next number. These old com- 
panions may _ enjoy his success, 
but knowing him well it is ob- 
served, have no jealousies, 
Lawson has one of the finest 
homes on the lake side of Chi- 
cago.. He is a club man and en- 
joys society. He has not been 
blessed by children but in all 
other aspects his sheaves are well 
garnered. There was an agree- 
ment between the two partners 
which was peculiar. It was that 
neither of them should invest any 
of their profits in the securities of 
any public service corporation. 
Their idea was that this resolu- 
tion was necessary to preserve the 
absolute independence of the 
News, It’s perhaps worth while 
in these years of prosperity to 
commend this principle to all the 
daily and weekly newspapers of 
the country. x BR 





WILEY ON OCHS. 
February 25, 1907. 
Editor of Printers’ INK: 

The review of the career of Adolph 
S. Ochs in the issue of Printers’ INK 
of February 20th, while doubtless  de- 
signed to be appreciative and favoratse, 
presents an inadequate and erroneous 
conception of the man, his aims, his 
standards and his methods. 

The author of the sketch is under 
the impression that the course of the 
Times is guided entirely by the busi- 
ness spirit, and that the higher aims 
of journalism are made subservient to 
it. I know and have read of no news- 
paper editor with higher ideals than 
Adolph §. Ochs. The best standards 
of American journalism are maintained 
in -his personality and_his achievements. 
I know of the sacrifices he has made 
to make the Times an exponent. of 
what is best and noblest in American 
life—a newspaper endeavoring to serve 
the public welfare, reliable and_trust- 
worthy, scholarly, dignified and decent, 
one that can read in the family 
circle, truthful, clean, without fraudu- 
lent or offensive advertisements, a 
model for all self-respecting editors. 
If this is not the highest type of jour- 
nalism, what is journalism? 

No American newspaper is freer 
from the taint of commercialism than 
the New York Times. Adolph S. Ochs 
has given it this distinction. When 
he assumed the direction. of the Times, 
its daily circulation was less _ than 
10,000 copies daily. Every additional 
reader secured for it since that time 
has been attracted not by “business” 
methods, not by premium offers, or 
other artificial means of canvassing, 


15 
but by the solid merits of the news- 
paper. i 

he Chattanooga Times was not a 
newspaper in the real sense when Mr. 
Ochs bought it. It was scarcely more 
than a handbill, with no news and 
little circulation. To say that the man 
who made it one of the important and 
influential newspapers of the country 
is “not a creative spirit in journalism,’ 
is manifestly unjust. 

He converted in a single night the 
Philadelphia Times, which had fallen 
to the lowest stage of yellow journal- 
ism, to a clean, high-grade newspaper. 

In the first year of his management 
of the Times, when it sadly needed 
revenue, the Board of Aldermen voted 
$33,000 to the paper and a similar 
sum to other New York newspapers, 
to print the official canvass of an elec- 
tion result. The Times refused the 
advertising on the ground that it was 
an improper and extravagant expendi- 
ture, an said so editorially. The 
Board of Aldermen promptly reconsid- 
ered its action. 

he entire municipal advertising of 
the Times, amounting to $150,000 per 
annum, was declined _ b r chs 
when the offer path | a Tammany 
power over the independence of the 
newspaper. 

The best traditions of American jour- 
nalism are represented in the career 
and purposes of Adolph S. Ochs. il 
his newspapers stand for good citizen- 
ship, sound government and high moral 
ideals. 

The success of the Times is not due 
to an “aggregate intelligence in _ its 
business lines’—but to an honest en- 
deavor to publish a newspaper with 
‘all the news that’s fit to print,”’ a 
calm, clear-headed, non-sensational, 
self-respecting | newspaper,—with  con- 
victions and the courage to express 
them, with no friends to reward and 
no enemies to punish. And for this 
policy and its success Adolph S. Ochs 
is to be credited. Its success alon 
the lines of the highest standards o 
journalism is an inspiration to every 
self-respecting journalist. 

Louis WILtEy. 
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RoastInc an_ advertisement, like 
throwing bricks at a Chinaman, may be 
lots of fun, but neither the advertise- 
ment nor the Chinaman are greatly 
helped. The advertising world’s a stage 
and all the advertisers actors—but it 
is those who don’t advertise that sit 
in the gallery and throw  things.— 
White’s Sayings. 

—_+o+—_——_ 

A poor advertisement-—like a friend 
in need—is a source of expense.— 
White’s Sayings. 

—_——+—o.—— 


The German Weekly 


of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 149,281. Rate 35c. 
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A Roll “of Honor 





requisite qualification. 


No amount of money cau buy a place in this list for a paper not having the 
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Advertisements under this 


from publishers who, accord- 


are 
ing to tho 1906 issue of Rowell’s “American Newspaper Directory. have oubmiveed = 





tuat edition of tne Directory a 


auly signed and date 
‘oud 


also from publishers wno for some reason “failed to obtain a figure Ay in the 1 

Directory, but have since supplied a detailed cir described above, 
covering a period of twelve months prior to the date of making the neoment, sucn state- 
ment being available for use in the 1907 issue of the American Newspaper Directory. Uir- 
culation figuresin the ROLL oF Honor of the last named cnaracter are marked with an (> ). 





These are generally regarded "4 gestiners who believe that an advertiser has a right 


to know what he pays his hard cas! 


The full meaning of the Star Guarantee is set es in Rowell’s American 


Newspaper Directory in the catalogue description of eac 





it. No publisher who has any doubt that the absolute accuracy of his Greulation 
statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALARA. 


Birmingham. Ledger. dy. Average for 1906, 
22,419. Best advertising dee in Alabama. 


Montgomery, Journal, dy. Aver. 1906, 9,844. 
The afternoon ome newspaper of its city. 


ARIZONA. 
Phoenix. Republican. Daily arer. 1906,64.478. 
Leonard & .N. ¥. Reps., Tribune Bidy. 
ARKANSAS. 


Fort Smith, Times. Evening (except Sat.) and 
Sunday morning. Daily average 1906, 4,228. 


CALIFORNIA. 
San Francisco. Pacific Churchman, semi-mo.; 
Episcopalian. Cir. 1905, 1.427; Dec. 1906, 2,500, 


San Francisco. Sunset Magazine, monthly; 
literary; !92 to 224 pages, 5x8. Hy ct: - 
tion ten ~entin en en nee 1905, 64,- 
600. Home Offices, Fi Builaing. 


COLORADO. 

Denver, Post. The trail of the mighty dollar 
leads from the West. Start it your way witha 
Wantad in the Post. Cir. dy. 56, 512.59. $2.87. 
§2~ The absolute correctness of the latest 

circulation rating accoraed 
the Denver Post is guaran- 
A teed by the publishers of 
GUSe Rowell’s American News- 
TEED paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 

CoeaorECws. 

Bridgeport, Evening Post. rn dy. ar. 
11,268, now over 12.500, E. Rote s. Agt. We. 7 

Meriden, Journal, evening. Actual average 

or 1905, 7,537. 

Meriden. Morning Record and Republican, 
Daily average for 1905. 7.578. 


New Haven. Evening Register. Cutty. Actual 
av. fors905,18,711: Sunday, 11,811 


New Haven. Pal!adium. dy. Arer. 1904, 7.857; 
1905, 8,686. E. Katz, Special Agent, N. ¥." 


New Haven. Evening Re Register.dy. Annual 
sworn aver. for 1906,14.681: Sunday, 11,662. 


New Haven. Union. Average 1906, 16.481. 
Sunday 1906. 8,659. E. Katz, Sp. Agt., N. ¥. 


New London. Pay, ev’g. Aver. 1906, 6,104; 
E. Katz., Sp. Agent, N. Y. 
Norwalk, Evening — Daily average guar- 
a ‘to exceed 3.100. Sworn circulat 


tou 
statement furnished. 





Norwich. Bulletin, morning. Average for 
1905, 5, 920; 1906, 6,559: now, 6,925, 

_ Waterbury. Republican, dy. Arer. for 1905; 

5.645; 1906, 5.95%. La Coste & Muxwell. 


DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily average for 1906, *85.5%7 (©®). 


FLOREDS. 
Jackxonville, Metro 
9,482. Oct. 1906, 9,408 2 Zz. 


GEORGIA. 
Atlanta. Journal, dy. Av. 1905,46.088. Sun- 
day 47.998. Semi-weekly 56.781; aver. 1906, 
daily, 50.857, Sun., 53.988; semi-wy., 74,916. 


ILLINOIS. 


Ashley, Gazette. Circulation 1.182. araest 
and onig. ‘proven circulation in Washington 

Au a. Daily Beacon. Daily average > 
1905, e380; 1906, 6,454. 


Champaign. News. Daily aver., 1906, & seme 
weekly. 8.460. Guaranteed larger circulat 
than all other papers published in’ 7” twin cities 
(Champaign and Urbana) con combined. 


Chieage. Bakers’ Relper Relper, monthly ($2.00) 
Bakers’ Helper Co. Arerage Sor 1906, ree 


Chiengo, Breeders’ Gazette Gazette, wy.; $2.00. 
cire’n 411 months endiny Nov. 28, 5906, 60,668. 


Mery Dental Review, monthly Actual 
average for 1905, 8,708; for | for 1906, 4,001. 


Ke We tee ete 


Py pp Examiner. Average 


649, n46 feagaw. 
178,000 Datt 
Seigtn 


rerage 
py. Agi. °y. 4 


of American Advertisers. 
Ci: roulation for LA} Sunday, 725,000, 
February. 4 Daily, 200,000, 
Absolute pod deb Lh of latest circulation rat- 
ing accorded Chicago Kxaminer is guarar- 
= a ane publishers of Rowell’s Newspaper 


Ke We tet ete 


Ohteago. Farm Loans and id City Bonds. Tead- 
ing investment paper of the | of the United States. 

Ohieago. Inland Printer. Actual average cir- 
culation for 1905, 15,866 (© ©). 
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Peer wen crac etna 

141.48; Sunday 211-611, oe a 

t@The absolute pm of the latest 

circulation rating accorded 

the Chicago Record-Herald 

Aal-w is guaranteed by the pub- 

Ye eo lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 

to the first person who successfully con- 
troverts its accuracy. 


Chicago. The Tribune has the largest two-cent 
circulation in the world, and the st circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (OO) 

Joliet, Herald evening = Sunday morning. 
Average for year 1906, 6.752 


Peoria, Evening Star. Diriutation guaranteed 
more thin 21,000. 


INDIANA. 
Evanavilie. Journal-News. Ar. for 1906, 16.- 
899. Sundays over 15.000. E. Katz, 8. A..N.Y. 


Indiana pr Up-to-Date Farming. 1906 av., 
174,.84. Now 200.000 4 times a mo.,75c. a line. 


Notre Aewcy The Ave Waria, Catholic weekty. 
Actual net averuge Jor 16. 24.612. 

Prineeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,897. 


bene The Evening Item, daily. Sworn 
arerage net ae ta ie 1906, 4, edge eee 
mouths en 30, 1906, 4.411; 
1906, &, 135 over Ses 400 out of 4,800 ' etneed 
tome are “regular subscribers to the Evening 
tem. 

South Bend. Tribune. Sworn daily average, 
Jan, 1907. %,2%8. Absolutely best in South Bend. 


INDIAN TERRITORY. 
Muskogee. Times Democrat. /905, arera 
2.881; average 1906, 5,514. E. Katz, Agt., N. rt 


IOWA. 
o tae tie. Hawk-Eye. daily. Aver, 1906 
8,764. “All paid in advance.” 


Davenport, Catholic Messenger, weekly. 
Actual average for 1905, 5.314. 


Davenport. Times. Daily aver. Jan. 12.658. 
Circulation in City or total guaranteed greater 
taa: uny other paper or no pay Sor space. 


Dew Moines. Capital, aaily. Lafayette Young, 
pubiisher. Sworn age circulation for 1906, 
41.751. Circulation ity and State, laryest 
mm Iowa. More advertising of all kinds in 1906 
in 342 issues than any ange itor in 366 
Rate five cents a line. flut 

Dea Moines, legi-ter and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any otner es Moines or lowa 
paper. Averuge circulation lou Jor Dec., dy. 28,596. 


Dea Moines. Iowa State te Register and Farmer, 
w’y. Aver. number copies printed. 196, 82,125. 


Dex Moines. The yocpiae. gaeead Monthly 
Actual average for 1905, 182,175 


Sioux ony. Journal. Daily average for 1906 
sworn, 2%,705. Morning, Sunday and Eveuing 
Editions. 


Sioux Olty. Trioune. Evening. Net sworn 
da: ma] a 1906, 27.17 Dec , 1906, 80,124. 
can cover Sioux City thoroughly by using 
The’ Tribune only. Itis subscribed for by prac- 
—_ = family that a newspaper can inter- 
Only Iowa paper that has the Guaran- 
cond Star. 








KANSAS. 
Hutehinaon. News. Daily 1906, 4.260. Oct. 
1906, 1.500. E. Katz, Special Agent, N. ¥. 
Lawrenee, World, evening and war Copies 
printed, 1906, daily, 8.57 8; weekly. 8. 180. 
P Aeadlignt. dy. and wy. ctual 
aveneue fotiecs, daily 6.06%, weekly &. ots. 
KENTUCKY. 


m. Leeder. 06., evg. &.157. Sun. 
Pa yy, or, 5,216. 44. 8.560, E. Katz, 8, A. 





Marion. Crittenden Record, weekly. “+ gma 
average Jor yeur ending Oct ober, 1905, 1,83 


Owensboro. Inquirer, Pattviat .» six months 
ending Jan, 4, 1907, 3.166. 





Owensboro. Daily Messenger. av. detailed 
sworn cire’n quarter endiny Dec. 3/, 1906, 3.420. 


LOUISIANA. 

New Orleans, item. offici jcurnai of tne 
vity. Av. cir. Jan., 196, bd: for Feb., 196, 
25.419; for March. 1906. 26 0693 for April, 1906, 
26.090. Av. cir. Jan. 1 to June 30; 1906, 25,196. 


MAINE, 


Auguatn. Comfort. mo. W. H. sGanuety, pub. 
Actual average Jor 196, 1.271.985 


Augusta, Kennebec Journal, ae and wy. 
Average daily, 1906. 7.656, 


Bangor. Somnvetel. Average for 1906, daily 
9.695: weekly 28.5738 


Lewiston. Evening Journal, daily. aver. for 
1905, 7.598 (©). weeily 17.448 OO). 


ners Maine Woods e.na Woodsman. weekly, 
W. Brackett Co, Arerage for 195, 8.077%. 


‘Sted Evening Express, Ar wage for 1906, 
daily 12.806. Sunday Telegram. 8.04 


MARYLAND. 
Annapolia. U. 8. Naval Institute, Proceedings 
of ;q.; copies printed av.yr. end’g Dec. 1906.1,7 62. 


Baltimore, American, daily. Average 1906, 
Sun., 77,488; d’y, 67.815. No return privilege. 


Baltimore. News, daily. Evening News Pub- 
lishing Company. Average 196, 69.814. For 
omuari, 1907, T4.82R, 
The absolute currectness of the 
f test c:reulation rating accorded 
‘ews is quarunteed oy the 
Bubtishere of Rowell'’s American 
wer Directory. who will 
pay one hundred dollars to the 
tirst person who successfully con- 
troverts its accuracy 


MASSACHUSETTS. 
Boston. Christian Endeavor Wo:ld. A leading 
religious weekly. Actual average 1905, 99.491, 
Boston. Evening | Transcript (O©). Boston's 
tea table paper. Largest amount of week aay aav. 


Be tr we ve We Yr 


Boston, Globe. Average 1906, d1ily, 182.986. 
Sunday 205.232. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England, Advertisements go in morning and 
afternoon editions for one price. 


Ww Yr We We We We 


Boston Post. Average for #6, Boston 
DAILY POST, 257.848: increase of T4el per 
day over 1905, Boston SUNDAY PosT, 225.072: in- 
crease of 86.158 per Sunday over 1905. First 
New Englana paper to put in linotypes. First 
New Englan pace to put in the autoplate. 
Has in it its big plant the largest and_ most 
expensive press inthe world. Leads Boston 
newsp:pers in amount of foreign business. 
“Tne Great Rreakfa:t Table paper of New Eng- 
lana.” Covers Boston and New England more 
thoroughly than anv other paper. Bulk of its 
circulation delivered in homes of middie-class, 
well-to do portion of community. 


The absolute correct of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 































verts its accuracy. 
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Holyoke. Transcript, daily. Actual average 
for year ending May. 1906, 7,942. 


Lynn. Evening Item. Daily sworn a”. year 
1906, 15,06: Jan., 1907, av. 16.017 7. The Lynn 
family paper. Circulation absolutely un:p- 
proached | in quantity or qualiiy by any Lynn 

paper. 





Lynn, Evening — 
endiny Dec. 31, 1906, 

Springfield, nian Events. Alone guar- 
antees results, Get proposition. Over 50,000. 


Springfield. Good Housekeeping,mo.  -iver- 
ave 16, 209.579. No issue less than 225.000, 
All advertisemeuts guarasateed. 


a. grant average for year 


Worcester, Evening Gazette. Actual sworn 
average for 196,11. 401 copies daiiv; November, 
12.560; Decem Sz. Largest oes 
circulation Worcester’ ‘8s *“*Home” p: 
mission given A. A. A. to examine PECSaIaMOn: 


Worcester. ( "Opinion ae daily ‘(© ©). 
Paid average Sor 1906. 4.2 
MICHIGAN. 


Jackson, Citizon-Press. Gives 
yearly averages, not weekly. It’s 





GUA rS Jackson’s gi eatest daily. It car- 
AN ries more advertising and has the 
TEED largest net paid circul.tion. Ke- 
ter to the A. A. A. No secrets. 


Januury daily average. 7.186. 
Jackson, Patriot. Arerge Jan., 1907, 
6,945: Sunday 7,694, both net paid. 
Verified by A. A. A. Sworn statements 
morthly. Exuminatiou welcomed. 
Saginaw. Courier Hersid. daily, Sunday. 
Average 196. 14.897: Jan. 1907, 13,049. 


Saginaw. Evening News. ~ 
9906, 19.964; Jan,, 1907, 20.80 


Tecumeeh, Semi-Weekly Herald. 
average for 1906,1,1538, 


MINNESOTA. 


CIRCULAT’N Minnexpeolis Tribune. W. 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daiiy. The Sun- 

evoR day Tribune average per issue 
TEED Sor the yeur ending December, 
: 1906, was 81,272. The duily 
Tribune average per issue for 

N . 

puoer iiree- the year ending December, 1906 
was 105.164. 

_Mingenpolla farmers’ Tribune, twice a-week. 
W. J. Murphy, pub. Aver. for 1906, 37,886. 

Minnenpolis. Farm, Stock and Home, semi- 

monthly. Actual average 1905. $7,187; arer- 

age Jor 7906, 100,266. 

The absolute accuracy of Farm, 

Stocic ut Home's circulation rating 

is guaranteed by the America: 

al Newspaper Dt is 
AN grecionte epniine to the Jarmers 


Average for 


Actual 


aay 8 6of Minnesota. the Dakotas. Western 

Wisconsin and Northern Iowa. Use 

it to reach section most projitably. 
Minnceapons. Journal, Vaily and preter. 

In 1906 aver: sad daily e:rculation 74.054, ily 

average lation for Jan. 1907, finas 

Aver. han tam civcubeiion. Jan., 1907, 72.299. 
The absolute accuracy of the 


Journal's circulation ratios is 
guaranteed bu the American poe 
paper Directory. It r 

greater number of the sarehanind 
classes and goes into more homes 
tha: any — in its field. It 
brings resul 





Winneapolia. Svenska Amerikanska Posten. 
Swan J. Turnblad, pun. 1906,52,010 


&t. Paul. A. 0.U. W. Guide. Average weekly 
circulation for 1905, 22.542. 


Winona. Republican-Herald, oldest, largest 
outside the 
Twin Citiesand Duluth. R. O. P. rate 12c. per inch. 
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St. Paul. Pioneer Press. 


Net a ge circula- 
aon Sor January—iaily 35.302. Sunday B2.- 


The absolute accuracy of the 
Pioneer Press circulation state- 
ments is guaranteed by the 1meri- 
can Newspaper Directory. Ninety 
per cent of the noney due for sub- 
scriptions is collected, showing that 
subscribers take the paper because 
they want it, Ali matters pertain 
ing to circulation are upen to investigation. 


MISSOURI. 
Joplin. Globe, dail. Average 1906, 15.254. 
E. Katz. Special ‘Agent, ‘N.Y. 


Kanens City. — Cire’n, 275.000; 
206.385 Weercly—display and ciassified, 46 
cents a line, fiat; 70 a Age and Sunday—dis- 
play, 1c.; kly 





and Sunday—display, ie. i iterature on request. 
Kansana City, Western Monthly. Reaches prac- 
ticaily all mail-order and general aavertisers. 
&t. Joxeph, News and Press. Circulation 
836.079. Smith & Thompson, Hust. Reps. 
St Louis. Courier of © monthly. 
Actual average for 1905, 9. 
St. Louis. menemnane Grocer has three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.00v,. 


St. Loui«. National Druggist. mo. Henry !. 
Strong, Editor ana Publisher. Average for 1% 6, 
8.000 (© ©). astern office. 59 Maiden i.ane 

&t. Louia. National Farmer and Stock Grower, 
monthiy. Areruyge sor 1906, 104.200, 


MONTANA. 
Missouia, Missonlian. Every morning. <Av- 
erage 12 months ending Dec, 34, 196, 5,107. 


NEBRASKA. 
Lineoln, Deutsch-Amerikan Farmer. weekly. 
Averuge 1906, 147.052. 
Lineoin. ‘ei  Peeme. weekly. ictual average 
for 1905, id 
Lincoln, aa and News. Daily average 
1906, 26,531. 











Omaha, Farm M 


i thly. Average 
circulatwn veur ending January, 1906, 40,714, 


NEW HAMPSHIRE. 

Nashun,. Telegranh. The only daily in city. 

Daily averuge year ending Dec., 1906, 4,371. 
NEW JERSEY 

Camden, Daily Courier. Actu:l average for 
year ending pon Bay 34, ber 34, 1906, 9.020. J 

Elizabeth. Journal. Av. 1904. 5.522: 
6.515; 1906.%.847; December, 1906, 27.910. 

Jersey City. Evening Journal. 4reragve for 
1906. 28.005. Last three months 1906, 28,120. 

Newark. Eve. News. Net dy. ar. for 1906, 
68.022 copies ; net dy. av. in 1907, 66,915, 

Plainfield, Daily Press. 1 196, 2.971. 
Srst7 months, 1906,2. 963. ie sthe leading pa paper. 


Trenton, Evening Times. Average 1906, 18,- 
287; January, 1907, 20.278. 





1905, 


NEW YORK. 
Albany. Evening Journdl. ae average for 
1906.16.251. Jt’sthe leading pa 





Batavia, Daily News. 1906, F227. 


4r rere 
oo 1907, 7,474. Nothing li like it elsewhere. 
uffalo. Courier, morn, Av.1906, Sunday .91- 
168: daily, 58. 681; Enquirer, even.. 32. Gas. 
Buffaio. Evening News. 
94.6903 for 1906, 94,743. 
Catekill, Recorder. 1906 average. 3.945; Jan., 
#907,4.018, Best adv. medium in Hudson Valley, 
Corning, Leader, evening. Avreraye, 1904, 
6.2383 1905 6.395; 1906, 6,585. 
Glens Falls. Times. Est. 1878. og es peret 
Average year endiny March :1, 1906, 


Mount Vernon, A , evening. ae daily 
average for 12 mos. en ing Jan, 37,107, 4,075. 


Datly average 195, 














DR 
. 


Newburgh. News daily. 4r. 6, 5.477. 3.000 
more than all other Newburgh papers combined, 


New York City. 

army & Navy Journal, Est. 1863. Actual weeiciy 
average for 1906. 9.706 (OO). 

Automobile, week! Average for year endin: 
Daim 1006. 16 B18 y ge for y nding 

Raker’s Review monthly. W. R. Gregory Co., 
puolishers. «actual average for 1906, 5.488. 

Benziger’s Magazine, family monthiy. Ben- 
ziger Brothers. Average for 1905, 44,166; for 
1906,.45. 750. 

Chopper, weekly (Theatrical). Bier Queen 
Pub. Co.. Ltd. Aver. for 1906, 26.611(O ©). 

El Comercio, mo. Spanish e export. J. Shepherd 
Clark Co. Average for 1906, 8,542—sworn. 


Ice Cream Trade Journal, mo., 150 Nassau St 
Average for 1906, 2.100 copies. 
Jewish Morning Journal. Average for 1906, 
57.6938. Only Jewish morning daily. 
Music Iraae keview. music trade and art week- 
Average Jor 1905, 2.341. 


Printers’ Ink, a journal for 

advertisers, published every 

Oune Wednesday. Established 1888 

TEEO Actual weekly average for 
7906, 11.708. 


The People’s Home Journal. 554.916 mo 
Good Literature, 452.500 monthly, wrerage cir- 
culations for 196—all to paid-in-adrance sud- 
scribers. F. 1. Lupton. pubi iisher. 

The Tea and Coffee Trace Journal. Average 
circulation Jor year end Sept., 1906, 6.481; 
September. 1906. issue. 6.998. 

Theatre Magazine,monthly. Drama and music. 
Actual average for 1906, 60,000, 

The World. Actual aver. for 1905, Morn,. 205.+ 
490. Evening, 371.706, Sunday, 411.074. 

Rochester, Case and Com Law. 
Av. for year 1905, 80.000. Gearenteod 26,000. 

Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1915, 18.058; 1906, 15.809. 

Syracuse, Post-Standard. Dy. cir. last 3 mos. 
80.350 copies. The home newspaper of Syracuse 
and the vest medium for legitimate advertisers. 

Utiea. National fieccrieal Contractor, mo. 
Average for 1906, 2.62 

Utieu. Press. daily. Otto a, Meyer, publisher. 
Average for 1906. 14.848. 


NORTH CAROLINA. 

Coneord. Twice a-Week Times. Actual aver- 
age for 1906, 2.455; 1905, 2,262. 

Raleigh. News — a Se N. C.’s great- 
est daily. “ee age 1905, te agi 
than double that of ae on oer Raleigh daily, 40% 
greater than that of any other daily in fhe ty oe 

Raleigh, Times. North Carolina’s foremost 
afternoon paper. Actual daily an meraos Jan. ist 
to Oct. ist, 1906, 6,551; 51; weekly, 8,200. 

Winston-Salem leads all N. C. towns in manu 
facwuring ‘the ''win-Citv Daily Sentinel leadsall 
Winston-Salem papers in circulation and advg. 


NORTH DAKOTA. 


Grand Forks, Herald. Circ'n Ang. 1906. 
8,019. North Dakota’s Biggest Daily. |.aCos! 
& Maxwell, 140 Nassau 8t., N. Y. Representatives. 

Grand Forks, Normanden. Av. yr. 5,7,201. 
Aver. for Jan., Feb., Mar. and Apr., 1906, R795. 


OHIO. 


Ashtabula. Amerikan Sanomat. 
Actual average for 1905. 10.766, 











Finnish, 


Cleveland, Piain Dealer. Est. 1841. Actual 
daily average 1906, $8.216 (HR): ae Sagal 
(3); Jan., 1907, 69,807 datly; Sun., $3,037, 

Coshocton, Age, Durly av. ist 6 mos. “4 2.101; 
tn city 10.000; 3 factory pay-rol pay-rolis $150,000 monthly. 

Coshoeton, Times, daily. daily. Actual average for 
1906, 2,128, A 
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Dayton. Laborers’ Journal Circulates 
—e in U.S. and Can: adn; bo. ag agy ‘ate line, flat 
. Jor 196,12,816 copies Sole exclu- 

sively Union Laborers’ rs’ paper published. 


Dayton,The Watchword. Illus. Young posutv's 
— Av, 195, 85.519. 5c. per agate line 


pringfeid. Farm and Fireside, over \ cen- 
fa ing Nat. agricult’l paper. Cir.41 2000, 


Springfield. Woman's Home Companion. 
June, 1906, , ctrouintion, BE5.000; 115.000 above 
guarantee. Executive offices, N.Y. City. 


Youngstown. Vindicator. D'y ar. ‘06.18.7405 
Sy. 10,001: LaCoste « te ¢ Maxwell. N.Y. & Chicago, 


Zaneaville. ‘rimes-Recorder. Ar, 1906, 11... 
6. Guar’d. Leadsall others combined by 50%. 
OKLAHOMA. 
Oklahoma City. The Oklahoman. 19:6 arer. 
15.918; Jan., 1907,17,826, EH. Katz. Agent. N.Y. 
OREGON. 


Portland, Evening Telegram. Largest exclu- 
sive circulation of any newspaper in Oregon. 


Portland, Pacific Northwest, mo. 1905 arerage 
18,588. Leading farm paper in Stute. 


PENNSYLVANIA. 


Erie. Times, daily. arer. for 196, Ag 110, 
Dec., 1906, 17.654. EH. Katz. Sp, Ag., N. ¥ 


eg , Tel ph. Sworn ar. Jun., 13,- 
‘paid cirewlat'n in B’b’g or no. pay, 


The Philadelphia 
@&. BULLETIN’S 
gaa = Circulation. 


The a statement shows the actual 
circulation of THE BULLETIN for eacu day in 




















the month of January, 1907: 

1 8666 escobennen 17... ccccqccccce- ctl MOS 

3. ‘i 234,978 

8. 236.796 

4. Sunda 

5.. 238,167 

6.. 1 

7. a3 Y. 

8.. 242.916 

9 «++ -249.810 
10 240.726 
1 - Sunday 
12, 247,014 
250,528 
15. 0000 
16.. ° 








Total for 27 days, 6,429,001 copies. 
NET AVERAGE FOR JANUARY. 


238,111 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged. unsold, f. 
phy men me ree and returned copies 
WILLIAM L. MoLEAN, Publisher. 


Philadelphia. Vonfectioners’ Journal, mo. 
Av, 1905,5.470: 1906, 5.514 (OO). 


Philadeiphia, Farm Journal. 
mootaly. Wilmer Atkinson Com- 
pany, pabliehers, Average for 





195, 563.26 Printers’ Ink UA 
irded the o th Sugar Bowl © as NY 

to Farm Journal for the reason TEED 
that ‘that paper. a; i those 
“publi tn the Uni States, 

“that best serves tts purpoeeas 

a 
“ror the agriculru 





einai German Dail tte. Aver. 
circulation, 1905, daily 51.50%: Dundes. 44.465, 
swor Cir books vpen. 


td t 
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Philadelphia, 
lished weekly. 


The Merchants’ Guide, pub- 
“The paper that gets resuits.”’ 

Philadelphia. The Press is 
Philadelphia’s —_ Home sowe- 


aper. esides the Guaran 
GUAR Bear tar,it has the Gold | Marks and is 
AN cn the Roll of Honor—the three 
aa = 8=6most piceirable distinctions for 


any newspaper. Sworn average 
ciwulation v of the daily Press for 

1906, 100,548; the Sunday !’ress, 137.863 
Philadelphia, West Phila. Bulletin, weekly. 
Circulation 5.000. James L. Waldin, publisher, 


Pitteburg. The United Inited Presbyterian. Weekly 
circulation 1905, 21.36 





Seranton. Truth. Sworn circulation for 1906. 
14,12% copies daily, with a steady increase. 


West Chester. a. 2 meas. 


daily. W, H. Hodgson. 
1905, 15.293. Iu its “sth 4 eae. 
Inde: 


pendent. Has y 
aud vicintty ; for tts field. Devoted 
~d Ba news. ond ma a nome 


Chester 
oe the ‘State mn <a soatth. 





America’s Greatest 
230.180. 


Grit 
Average 1906, 


w hibaiecoere. 
Family Newspaper 
Smith & Tnompson, keps..New Yoric and Chicago. 


York, Dispatch and Daliy. Average for 1906, 


17.769 
RHODE ISLAND. 


Pawtueket. Evening Times. Aver. ctrculation 
For 1906, 17.11% (sworn). 


Providence. Daily Journal, 17.623 ¢ 
Sunday, 20.888 OO). acme ey grey 3 
averauye 905. Providence Journai Co.. pu! 


Providence, Real Estate Register; finance, 
b’ldg, etc.: 2,528;sub" ub’s pay 2% 24¢¢ of total city tax. 


Weaterty. San. Geo. H. Ut Utter, pub. Aver. 1906, 
4.027. Largest circulation in Southern R. 1. 


SOUTH CAROLINA. 


Oharieston, Evening Post. Actual dy. aver- 
age for 196,4.474. December, 1906, 4.755. 


Coiumbia, State. Actual aver- 
GUA age for 1906, daily 11.237 copies; 
semi-weekly, 2,625; Sunday (OO), 


1906, 12.228, 


Spartanburg. Herald. Actual dafly average 
Sor 1906,2,180. December, 1106, 2,220. 


TENNESSEE. 

Chattanooga, News. Aver.3 

mos. ending Dec. 31, 1906, 14.70 
Only Chattanooga A peru 

ion 
Am. “Advertisers. Goneies 
more advg in 6 days than morn- 
ing paper7 days. Grea Want 
Ad medium. Guarantees largest 
circulation or DO pay. 


Knexville Journal and Trib- 
une. Datty a average year ending 
» 196. 15.692. v 
faver. last 3 ‘months 196, 15.247. 

One of only jive papers im 
t South, and only paper in 
Knocriile awarded the Guarantee 
Star. Thelecder in this field. 

Knoxville, Sentinel. Jan., 
12,007. Carries the bulk of advertising co 
to Knoxville. 

Ln ad 
week: 
$e286; a 3 weeicly, 30-585. Smith 
Representa atives, N. Y. & Chicago. 
his, Times, Sunday Circulation year 

mber, 1906, 2.940. 


AN 
TEED 








dad 
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Mem 
ending 





PRINTERS’ INK. 


Aver. fer year 1903 


_» ash ville. Banner, daly. 
1905, 30,227, 


Jor 194, 20.7083 for 
TEXAS. 

Beaumont, Texas, Enterprise Arerage 1905, 

5,487; present output over 10,000 guaranteed, 


El Paso. Herald. Av. Dec. ’06, 6,888; Mer- 
chants’ —_a- showed Heanp in 80%. of El 
Paso homes, J.P. Smart, agt, N. Y. 


VERMONT. 


Barre. Times, ane. F.E. Langley. Arer./9v5, 








S.527; 1906,4.115. 

Burlington. Free eo Press. Daily average for 
1906. 8.459 9. vdaryes ct city and State circula- 
tion. of American 
SGeuteere. 


Montpelier, Argus. Sit daily average 
1906, 3.280, 


Rutland. egal. Average 1904, 3,527. 
erage 1905, 4,286 


Av- 


8t. Albans, Messenger. daily. Actual average 
Sor 1905,8,051. Jan , 1206 to Sept ., 1906. 8.218. 
VIRGINIA. 


Danville, The Bee. Av. 196. 2.867. December, 
1906, 2,479. Largest cir’n. Only eve’g puper. 


Richmond. News Leader. Sworn dy. av. 1906, 
28.117. Lurgest in in Virginias and Carolinas. 


Winchester. Ev; g. Star. A Arer, sworn cir. 1906, 

8,153. Covers richest farming section of Va, 
WASHIN GTON. 

Seattle. The Daily and Sunday 

Times led all newspapers on the 

4 Pacific Coast north of Los Angeles 

AaLo in amount of advertising printed 

AN during 1906, leading its nearest 

TEED rival yy over 178,000 inches displ. y 


ao 000 lines of classified. 
hat tells the stor rf results 
Average id in 1906 was 172 duily, 
56,794 Sunday. Arera uges for. Jina 1907, 
were — — 44,911, Sunday 61,591. You get 
the best uality’ and’ | st quantity of circula- 
tion perfectly blended when you buy space in 
= Times, the biggest ote ad success of the 
decade on the Pacific Cous 


Seattle, Post-Intelligencer (OO). 
., 1907, net—Sun- 


UA 
Orr 


e; only guaranteed 
TEED id Mark circniation in Wash- 
PAID, of superior 


value rand greatest BUYING POWER. 


Tae Ledger. <Arerage first six mo og 
4906, daily. 3 188s 8: Sunday ararane fret. wy. 9.642 
Tacoma. News. Arerage 1906,16,109; Sit- 
urday, 17,610, 
WEST VIRGINIA. 


Parkersburg. Sentinel. daily. R.E. Horwor 
pub. Average for 1906, 2,640. 


Ronceverte. W.Va. News, wy. Wm. B. Biake 
& Son, pubs. Aver. 1906, 2,220, 
WISCONSIN. 


Janenyiiie. Gazette. d’ly and s.-w’ y. Cirr'n— 
average 1906. daily 8.811: Y coms -weekly 2.683. 


Madison, State Journal. dy. Average /206, 
8.602; for Jan. and d Feb., 1H 1907, 4,609. 


Milwaukee. Evening Wise Wisconsin, d’y. 
26.648; arerage 1906, 28.480 (©©). 


Miwoskee. The Journal.ev'g. 
44.50 


Av, 1905, 


Average 4 pS: Dec., 196 
46, 15%. "The duily circu- 
lation of The lwaukee Soarnal 
se aoetl 'e that — 4 yor 
n n 
elation a of, ad ibedehes 

Sunday newspape: 

Oshkeah. Northwestern. daiiy. Average for 

1906, 8.099. 
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TWISCONSIN 
a. Agricorrorist |. 


Racine. Wis.. Eat. 1877. wy- 
Actualaveraye for 1905,41,743-+ 
uwveruge for 1906, 45.449. 
Larger circulation in Wiscon- 
sin than any other - vr. Adv. 
$3.50 an oo N. Office , Tem- 
ple Ct. Hohasdoow’ Mgr. 


WYOMING. 
Cheyenne, Tribune. Actual daily average net 
for 1906, &,126; semi-weekly, 3,898. 
BRITISH COLUMBIA. 


Vancouver. Province. dails. Average for 
1906, 10,161: Jan., 1907, 12.441. H. DeClerque, 
U.S. Repr., Chicago and New York. 

Pha pon atetey daily. Colonist P.& P. 


0. qwtes 25 4,592 ; Jan., 197, 4,986. 
we 8. ‘Rep., H ©. Fisher, New York. 


MANITOBA CAN. 


Win rage Free Press, daily and weekly. Av- 
erage for 16, daily, 34.559: daily a 4907, 
86.868; wy. av. for mo. of Jan., 25.100, 
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Winnipeg, ber Nordwesten. Canada’s Ger- 
man newsp’r, Av. 496,16,177. Rates 6c. inch, 


Winnipeg. Telecram. Duily aver. December, 
1,787. Weekly average, 20,000, Fiat rate. 


NOVA SCOTIA, CAN. 
Walifax, Herald (© ©) and Evening Mail. 
Circulation, 1905, 15.558. Flat rate. 
ONTARIO, CAN. 


Toronto. Canadian Impiement and Vehicle 
Trade. monthly Average Jor 195, 6.038. 





Toronto, Canadian } Motor, monthly. Average 
circulution for 196, +,540, 


Toronto, The News. Sworn dailu circulation 
Sor the month of Jauvurry, 1907,89,962. Adver- 
tising rate éé6c. per inch, flat. 


QUEBEC, CAN. 


Montreni. La Presse. La Presse Pub. Co. 
Lta., publishers. Actual arerave 1905. da:ly 
96,771 ; 1906, 100,087; weekly, 49,992. 


Montreal, Star. dy. o 
Sor 1904. dy. 56.795, wy. 1 
‘dy. 58.1253 wy. aa cor. 


Graham &Co. Av. 
5.240, Av. for 1905, 





(oo) GOLD MARK PAPERS @0} 








Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory. one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (@ ©). 





WASHINGTON, D. c. 


THE EVENING AND SUNDAY STAR (©). 
Reaches 90% of the Washington homes. 





GEORGIA. 


ATLANTA CONSTITUTION. Aver. 1906, Datly 
83,590 (OO), Sunday 45,781, Wy,’04, 107,925. 


AUGUSTA CHRONICLE (@©). Only morning 
paper; 1905 average 6,043, 


ILLINOIS. 


GRAIN DEALERS’ JOURNAL ‘ ), Chicago, 
prints more cias’fi’d ads than all others inits line. 





THE INLAND PRINTER, oe eee ©). Act- 


ual average circulation for 1905, 15, 


BAKERS’ HELPER (© ©), Chicago, ouly “Gold 
Mark” journal for baxers. Oldest, best known. 


TRIBUNE (© ©). 
ceiving this mark. 
satisfactory results. 


Only paper in Chicago re- 
because TRIBUNE ads bring 





KENTUCKY. 


LOUISVILLE COURIER - JOUREAL (© ©). 
Best paper in city ; read by best people. 


MASSACHUSETTS. 
Dosten. Am. Wool and Cotton Reporter, Rec- 
rzan of the cotton —_ woolen indus- 
oes or. of ‘america (0). 


poetos EVENING TRANSCRIPT (©O). estab- 
lished 1830. The only gold mark daiiy in Boston 


TEXTILE WORLD RECORD (@©), Rosto 
Nearly 200 of its 400 advertisers use no other 
textile journal. It covers the field. 


WORCESTER L’OPINION PUBI a ‘o ©) is 
the leading French daily of New England 





MINNESOTA, 


NORTHWESTERN MILLER 


lis, Minn ; $3 per year. Covers 
ia & oy our trade all over the world. The 
only “Gold Mark” milling journal (O@) 


NEW YORK. 
NEW YORK TIMLS(@©). Daily city sales over 
100.000. 


BROOKLYN ag (©©) is THE advertising 
medium of Brookly 


THE POST EXPRESS (@©). Rochester, N.Y. 
Best advertising medium in this section. 


ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation, influence and prestige. 


ENGINEERING NEWS (@6©).—The leading 
American authority.— Tribune, Scranton, Pa. 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 


VOGUE (@©) carried more advertising in 1906 
than any other standard magazine, wy. or mo. 


ELECTRICAI. REV! EW (© ©) covers the field. 
Read and studied vy thousands. Oldest, ablest 
electrical weekly. 


HARDWARE DEALERS’ MAGAZINE, 
In 1906, ave issue, 20,791 09.) 
D. T. MALLETT, Pub.. 253 Broadway, N. Y. 


NEW YORK HERALD (@©). Whoever men- 
tions America’s teadin: +4, newspapers mentions 
the New York HERALD 


CENTURY MAGAZINE (© ©). There area fow 





ople in every community who know more 
han all the others. These people read the 
CENTURY MAGAZINE. 
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NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Estublished 1841. A conservative, clean 
anu up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser. 


ELECTRICAL WORLD (@©). Established 1874. 
The great international weekly. Circulation 
audited, verified and certified by the Association 
of American Advertisers, Average weekly cir- 
culation first six months of 1906 was 18,865. 


OMG. 
CINCINNATI ENQUIRER (©©). Great—i: flu- 
ential—of world-wide fame, Best aavertising 
di in prosp Middle West. Kutes and 
information supplied by Beckwith, N.Y.-Chicago. 





PENNSYLVANIA. 


CARRIAGE MONTHLY (© ©), Phila. Technical 
journai; 40 years; leading vehicle magazine 


THE PITTSBURG 
©® DISPATCH eo 


The newspaper that judicious advertisers 
always seiect first to cover the rich. pro- 
ductive. Pittsburg field. <‘mly two-cent 
morning paper assuring a prestige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 
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THE PRESS (©©) is Philadelphia’s Great 
Home Newspaper. it 1s on tue Koll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
100,548; The Sunday Press, 137,863, 


RHODE ISLAND. 


PROVIDENCE JOURNAL (@6), a conservative 
enterprising newspaper without a single rival. 





SOUTH CAROLINA. 


THE STATE (@©©), Columbia, 8. C. Highest. 
quality, largest circulation in nouthy Caroling, 


VIRGINIA. 
THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (Q@©). Only 
morning paper in Seattle. Oldest in State. A 
paper read and respected by all classes. 


WISCONSIN, 

THE MILWAUKEE EVENING WISCONSIN 
(©©), the only gold mark daily in Wisconsin. 
Leas than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 


THE HALJFAX HERALD (© ©) and the EVEN- 
ING MAIL, Circulation 15.558, flat rate. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
'Q°HE.Denver Post, Sunday edition. February 
17, 1907, contained 5,344 different classified ads, 
a total of 119.8 columns. The PoOsT is the 
Want medium of the Rocky Mountain region. 
The rate for Wantadvertising ‘n the Post is dc. 
per line eacb insertion, seven words tothe line. 


ERLDEN, Conn.. MORNING RECORD; old es- 
a tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Ciassifiea rate, cent a word; 7 times.5 centsa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
HE EVENING and Sunpay Stak. Washington. 
D. C. (@ ©). carries DOUBLE the number of 
WANT ADS of any other paper. Rate lc. a word. 


. GEORGIA, 
ts 4 advertisements in the PRESS, of 
Savannah, Ga., cost one cent a word—three 
Insertions for price of two—six insertions for 
price of three. 
ILLINOIS. 
be Champaign NEws is the leading Want ad 
medium of Ventra! Eastern Lilinois. 


hiieh Joacified 





T= TRIBUNE p more 
vertising than any other Chicago newspaper. 


66XTEARLY everybody who reads the Eng- 
N lish lan; ws in. around or about Chi- 

cago, reads the DaILy NEWS,” says the 

Review. and that’s why the DaiLy News is Chi- 

cago’s ‘‘want-ad” directory. 





INDIANA. 

'MHE INDIANAPOLIS NEWS prints every day 

yd week, every month and every year. 
more paid classified (want) advertisements than 
all the other Indianapolis papers combined. The 
tocal number it printed in 1906 was 315,300. an 
average of over 1,000 every day, which is 126,929 
more than all the other Indianapolis papers had. 
9] o4 ¥% COLUMNS—232,635 LINES—of Want 
e Advertising GALNED bythe Lypran- 
APOLIS STAR prsoniey Bl the lasc six and a half 
months. A record breaker in Newspaperdom. 
Possible because the STAR exceeds any paper in 
Indiana by over 13,000 circulation, and is read by 
more than 400,000 peopie daily. Rates, 6c. per line, 


"TERRE HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 


INDIAN TERRITORY, 


A Somers, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


iowa. 
‘ r HE Des Moines Capirat guarantees the lar- 
gest city and the largest total circulation 
in lowa. The Want col give splendid re- 
turns always. ‘the rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


HE Des Moines REGISTER AND LEADER; only 
morning paper; carries more ‘“‘want’’ ad- 
per. One 





vertising than any other !owa ni 
cent a word. 
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KANSAS. 


TO REASON, Girard, Kan.; over 


PPEAL 5 
300,000 weekly guaranteed; 10 cents a word. 


Ts Topeka CAPITAL in 1906 gained 19, 960 paid 


Wants” over 1995, and carried 15,933 more 
than all other Topeka dailies combined; 5c, line. 
Unly Sunday paper. Largest circulation. 


KENTUOKY, 
Oe pr ee (Ky.) DatLy MESSENGER. Best 
Want Ad medium for this section. Rates— 
basis 18 words six insertions, 25 cents, cash with 
order. Guaranteed circulation. 


MAINE. 


HK EVENING EXPRESS carries more Want ads 
than all ocher Portiand dailies 
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AILY ARGUS. Mount ‘eae. N.Y. Great 
est Want ad inW County 


EWBURGH DAILY NEWS, recognized leader 
6,000, in prosperous Hudson Valley. Circulation, 


UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in "Buffalo and the 

ey Want Medium in the State, outside of 
City. 


RINTERS’ INK, published weekly, ‘he rec- 
ognized and sano antad medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing. written ci:culars, 
rubber stamps, office devices. adwriting, half. 
tone making, and practivally anything whicn 








MARYLAND. 
Ts Baltimore News carries more Want Ads 
shan any other Baltimore daily. it is the 
d Want Ad medium ot Balti 








MASSACHUSETTS, 
[par BosTon EVENING TRANSCRIPT is the lead- 
ing educational medium in New England. 
It prints more advertisements of schools and in- 
structors than all other Boston dailies combined 


We We He He We tr 


Hig! BOSTON GLOBE, daily one fate fe o- 
he year 1906, printed a total 
Dios ads. There was a gain of 1390 reall Lon 
ear 1905, and was 201,569 more = i aay other 
ston paper carried for the year 1906. 


We WH HK 


() VOBDes, 5 days, 2 cen 2% cents. DalLy 
() ‘passm, Brock ton. Mass. Mass. (aes ly 10,000 


MINNESOTA 
HE MINNEAPOLIS TRIBUNK is the recognized 
Want ad medium of Mi 1 


Pas Minneapolis Daily and Sunday JOURNAL 
carries more classified a oy f than a 
other Minneapolis oe 

Clairvoyant nor o eationable le medical 





and no 

Ye Cl ao print 
in Jan ¥ 0 lines. Individual Madvertise- 
ments, 18,345. 


CIROLAT?N 7 MINNEAPOLIS TRIBUNE is 
the oldest Rienengess daily 

and has over 100,000 subscribers. 

It publishes over 80 columns of 

Want penenennertes week 

at full = (average two 


pages lay); no free ads; price 
ony both, ag and even- 
oa 5 cents per 
OF Ar ibPioey line line, Dally or Sunday. 
MISSOURL. 


T= Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum. l6c. 


T K Anaconda STANDARD is Montana’s great 
“ Want-Ad”’ medium ; Ic.a word. Average 
Circulation (1906), 10,778 ; Sunday, 14,007. 


NEBRASKA. 


Len JOURNAL AND NEWS. Daily aver- 
905, 27,092, aeaaaanees. Cent a word. 





NEW JERSEY. 


T= NEWARK EVENING News is the recognized 
ant-ad Medium of New Jersey. 


NUBWARE, .J., Frere ZerTune (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 





NEW YORE. 
HR EAGLE has no rivals in Brooklyn’s 
yng business. 


. Evens. JOURNAL, Fastern N. Y.’s 
AR best paper for Wants and classified ads. 





and ap 8 to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat , six words to a line, 


ATERTOWN DatLy STANDARD. (Guaran- 
teed aaily average 1906, 7,000. Cent awora. 


OL, 
OUNGSTOWN VinpicaTor—Leading “Want” 
medium. lc. per wora. Largest circulation. 


OKLAHOMA. 


J OKLAHOMAN, Okla. City, 17,826. Publishes 
more Wants than any 7 Vkla. competitors, 


PENNSYLVANIA. 


HE Chester, Pa.. TIMES carries from two to 
five times more ciassified ads than any 
other paper. Greatest circulation. 


RHODE ISLAND. 


T= EVENING BULLETIN—By far the largest cir 
culation and the best Want medium in R. I. 





sOUTH reas mige NA. 


HE NEWS AND COURIER (@O), Charle’ton, 
8.C. Great Southern Want ad medium; Ic, 
a word; minimum rate 26c. 


pas Columbia STATE (Q©) carries 

Ww more Want ads than any other 
South Carolina newspaper. 

CANADA. 

A PRESSE, Montreal. Largest daily circula- 

tion in Canaaa witnout exception. (Daily 

100.087. Saturdays 117,000—sworn to.) Carries more 

wantadsthanany French newspaper in the worid 


T HE DatLy TELHGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastean Canada. Want ads oue cent a word. 

Minimum cnarge 25 cents. 


T= Montreal DaILy STAR carries more Want 

vertisements than ail other Montreal 
dailies combinea. The FamMILy HERALD AND 
WEEELY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


nipeg Free PX PREss carries more 
a wang vertisements than any other 
daily paper in Canada and more advertise.nents 
of this nature than are contained inal) the other 

ge published in Western Canada 
combined. 





GOT RESULTS. 
Stockson—“One day last week old 
man Gotrox bought a lot of those ‘Do 
it now’ signs and hung ’em around the 


office.” Bond—“How did the staff 
take it?” Stockson—‘‘Almost unani- 
mously. The cashier skipped with 
$30,000, the head bookkeeper eloped 


with the private secretary, three clerks 
asked for an increase of salary, and 
the office-boy lit out to become a high- 
wayman and got as far West as Pitts- 
burg before he was caught and dis- 
armed.” —Judge. 
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Printers’ Inx. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


( Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of tive dollars four paid 
subscriptions, sent in at one time, wili ve put 
down tor one year each and a larger numper 
at the same rate. Five cents a copy. ‘Three 
doliars a bundred. Being printed trom stereo- 
type plates, itis always possibie to supply back 
numvers, if wanted in lots of 500 or more, but in 
all such Cases the charge will be five doliars a 
hundred. 


ADVERTISING RATES 

Advertisements 20 cents a line, pearl measure, 
15 lines to ae inch ($3); 200 lines to the page ($40). 

For specified position selec by the adver- 
tisers, it Peranted, douvle price is demanded. 

On time contracts the lust copy, is repeated 
when new copy faiis to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure od the advertiser, 
and space used paid for pro 

Two. lines smallest advertisement taken. Six 
words make a line. 

ron Saad appearing as reading matter is in- 


All advertisements must be handed in one 
week in advance, 
OFFICE: NO. 10 eeemee ST. 
Telephone 4779 Beekm 
London Agent, F. W. Sears, 50-52 Ludgate Hill, E.C 


New York, March 6, 1907. 














Crescit eundo is the Latin de- 
scription of a snowball that in- 
creases by going. A little adver- 
tising that results in profit can 
casily be made to grow spacious 
and dominant. 


THERE are thousands of read- 
ers who buy what they want from 
seeing what advertisers offer. In 
fact, when certain things are of- 
fered, in a happy way, unnum- 
bered wants are created by the 
appeal that lead to profitable 
sales. 





THE advertiser must say some- 
thing to make people part with 
their money. But he must not let 
that secret out, or proclaim that 
that result is his object. A wise 
pressure on the gain that his 
patron is to receive is the best 
inducement for purchasers. 


Don’t advertise to stop some 
other fellow in your line from 
“getting there.” Time and 
strength given to defeat others 
doesn’t always do it. If they did, 
you cannot know they will help 
you. Better turn your advertis- 
ing gun so as to “get there” your- 
self. 





An old advertisement reads: 
“Wanted.—A position by a good 
nurse for housework or any other 
kind of sickness.” 

Ir the rivals in your line of 
business keep up a lively adver- 
tising campaign, they emphasize 
and double the malign effect of 
your own silence. We must be 
known to exist before anybody 
can find us. 





HE is not always the best en- 
gineer who keeps his eyes fixed 
on the passing milestones, fleeting 
as they may be, to the compara- 
tive neglect of his steam-gauge; 
but rather he who makes every 
pound of steam in his boiler do 
its sixteen ounces of work to- 
ward driving his train toward its 
destination. 


The Reader’s The first of the 

printed - debates 
Good Feature. }etween Senator 
Beveridge and William J. Bryan 
appears in the Reader for March 
States Rights is the question dis- 
cussed. It seems likely that the 
duel of words will attract wide- 
spread attention, and the Reader 
is fortunate in getting the feature. 





An attractive 
The Mailing little booklet from 
Slip. Francis I. Maule, 


the Philadelphia advertising wri- 
ter, deals with the usefulness of 
the brief, attractive piece of ad- 
vertising literature as a factor in 
mail campaigns where busy men 
are to be reached and interested. 
Mr. Maule is a firm believer in 
the mailing slip as an adjunct to 
all business correspondence, “In 
the case of a manufacturer, say 
of tools for example, a_ slip 
should be devoted to a _ single 
tool or specialty, and each slip 
should also make a brief mention 
of his other lines, and some one 
of these slips should be enclosed 
with every letter, invoice, state- 
ment,’ etc., sent out through the 
mails. This system, if carefully 
pursued for a short time, never 
fails to demonstrate by the orders 
directly traceable to it, how 
abundantly well such little bids 
for attention repay the small 
cost of their production. They 
cost nothing to circulate.” 
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THE Profit Maker is a pithy 
little house organ from the Pen- 
Freer Co., advertising specialists, 
Leeds, England. It deals with 
advertising matters, particularly 
from the retail standpoint, and 
emphasizes the copy service of 
this concern. 








Epuarp Franz Roeur, founder 
of the Long Island Anseiger, 
now published in Brooklyn under 
the name of the Brooklyner Freie 
Presse, and a personal friend of 


Carl Schurz, died in Milwaukee ¢ 


He was 92 years 


February 17. 
in Schleitz, 


old, and was born 
Germany. 








AN interesting array of pictures 
is used as footnotes to the book- 
let on “Pure Paint,” sent out by 
the Carter White Lead Co., Chi- 
cago. This booklet has many 
technical facts about paint, and 
seeks to create a demand for the 
company’s own brand of white 
lead. The pictures show homes 
of well-known persons, famous 
institutions, etc., that are painted 
with Carter White Lead. 








THE 1907 calendar sent out by 
Swift & Company, the Chicago 
packers, has a novelty in the 
form of a pad of ordering blanks, 
for use in daily orders to the 
grocer. In the body of the blank 
appears a long list of standard 
groceries, including the Swift 
specialties, and at the top are 
spaces for name, address, etc. A 
pencil is attached to the calendar. 
A blank is made out, torn off, 
sent to the grocer, and the thing 
is done. 

A SPECIAL advertising service 
for Roman Catholic schools has 
for several years been maintained 
by the Richard A. Foley Adver- 
tising Agency, Philadelphia. This 
agency issues a folder about the 
service, together with letters 
from clients. Among Catholic 
schools for which it places busi- 
ness are: Villanova College, Vil- 
lanova, Pa.; Rock Hill College, 
Ellicott City, Md.; Mount Saint 
Joseph College, Baltimore, and 
Mount Saint Agnes _ College, 
Mount Washington, ‘Md. 
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James A, Kirk, head of the 
soap concern of James S. Kirk 
& Co., Chicago, died at his home 
in Wisconsin February 22, aged 
sixty five, of heart disease. He 
is survived by two sons and two 
daughters. 


‘Selling Electricity is a new 
monthly publication for mana- 
gers of central stations and their 
solicitors, its purpose being to 
furnish valuable information as to 
ways and means for selling elec- 
tric current. It is published by 
W. Lee Co., Nev Newark, N. J. 


THE Huumet < Guest, publish- 
ed monthly at 1328 Wabash Av- 
enue, Chicago, has been leased 
by its owner, Charles V. O’Don- 
nell, for a term of five years, the 
publisher during this period being 
George A. Currier, well-known in 
mail-order circles. Mr. O’Donneil 
is to reside in the South for the 
sake of his children’s health. 








Dr. Israel W. 
Dr. Lyon Lyon, who made 
Dead. a fortune with 


the dentifrice bearing his name, 
died of pneumonia at his home in 
Englewood, N. J., February 22, 
after a day’s illness. Dr. Lyon 
was eighty-one years old. His 
life was one of singular interest. 
Beginning as a peddler, he went 
to California in ’49, and prac- 
ticed dentistry, acquiring enough 
to return East and take a course 
in that art. Later he became a 
manufacturer, and at his death 
was a millionaire. 








Dr. C. Welling- 
A Doctor’s 14, itch, 640 
Card. Madison Avenue, 


New York, sends to residents in 
his. neighborhood, under two- 
cent postage, a plain professional 
card with his name, address and 
specialty—diseases of the rectum, 
stomach and intestines. Attached 
to this card, however, is a short 
treatise on “The Causes of 
Chronic Constipation.” Nothing 


is said about his own skill, meth- 
ods of treatment or charges, but 
in a couple of hundred words the 
Doctor gives a scientific summary 
of conditions that lead up to this 
ailment. 
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THe H. T. Meany Agency, 
Brooklyn, is placing advertising in 

mail-order monthlies for M. E. 
Tice. 

Tue National Office Furniture 
Company, Inc. is advertising 
through Green’s Advertising 
Agency of Washington. 


























Tue Evening Wisconsin calls 
attention to the fact that during 
the first four weeks of 1907 it 
carried more advertising than any 
other Milwaukee paper, morning 
or evening. 

















ATLANTA has a_ new trade 
monthly, the Southern Retailer, 
owned by W. L. Terhune, of the 
Boot and Shoe Recorder, Boston, 
and managed by Desales Doonan 
and Charles Weaver. 

Tue New York office of the 
H. T. Meany Advertising Agency, 
is placing the advertising of the 
Aerocar. The Brooklyn office is 
placing advertising in mail-order 
monthlies for the M. E. Tice 
Company of Brooklyn. 





















It may be that the sixty-first 
anniversary edition of the Pitts- 
burg Dispatch attracted more at- 
tention than the ordinary anni- 
versary edition, on account of its 
handy size. ‘The feature was 
composed of forty pages, less 
than one-quarter the size of an 
ordinary newspaper page. 



















Success Magazine has prepared 
an outline map of the United 
States which shows at a glance 
the distribution of circulation in 
the several sections of the coun- 
try, and the character of the cir- 
culation—whether newsstand sales 
or subscriptions. The March 
number of Success carries $33,745 
of net cash advertising. 

















Tue German 1 American Adver- 
tising Agency of Philadelphia is 
placing business for the Ameri- 
can Squab Company, North 
Wales, Pa., and the Independent 
Publishing Company, Inc., Phila- 
delphia, in eastern and western 
papers of larger circulation. This 
agency is also asking for rates on 
an appropriation to be placed by 
a large brewery. 










PRINTERS’ INK. 








THe Pittsburg Sun and the 
Ottawa, Can., Citizen have been 
elected to membership in the 
American Newspaper Publishers’ 
Association. 








Ketsey Burr Gou.p has re- 
signed his position as advertising 
manager of the Rotograph Com- 
pany to become advertising mana- 
ger of the National Cloak & Suit 
Company, New York, 





Tue advertising of Nulife is 
being placed by the New York 
office of the H. T. Meany Adver- 
tising Agency in magazines. The 
same agency is placing advertis- 
ing in women’s publications for 
the Euphorbia Company of New 
York. 








THE Owensboro, Ky.,, Messen- 
ger; Toronto, Can., Datly Star; 
Charlotte, N. C., Observer; Bos- 
ton, Mass., American and the 
Los Angeles, Cal., Examiner 
have been elected to membership 
in the American Newspaper Pub- 
lishers’ Association. 








SetH Brown, formerly adver- 
tising manager of Men and 
Women, and well known as an 
advertising specialist, has estab- 
lished himself in ‘Chicago, with 
offices in the Opera House Block, 
where he is writing copy and 
placing business for several 
clients. 








A NEw general agency has been 
started in Philadelphia by A. 
Chester Thegen, with offices in 
the Drexel building. Mr. Thegen 
was formerly connected with the 
classified department-of the Phil- 
adelphia Bulletin, and later with 
the Foley and the Powers & 
Armstrong agencies, that city. 








THE Cincinnati Advertising 
Knights of the Round Table held 
their February: dinner-meeting at 
the Hotel Havlin _ recently. 
Charles D. Spalding of the 
American Magazine, W. C. Mann 
of Munsey’s, A. G. C. Hammes- 
fahr of Collier's Weekly, Karl V. 
S. Howland of the Outlook and 
W. A. Carroll of Scribner’s were 
the visiting guests. 





PRINTERS’ INK. 


THe Monterey, Mexico, News 
has recently been added to the 
list of Leonard & Lewis. 


THe Shreveport, La., Times 
has recently installed a 16-page 
press and stereotyping machine. 
Leonard & Lewis, the eastern 
representatives, state that this pa- 
per is the largest Louisiana pa- 
per outside of New Orleans. 


What is un- 
75-Column doubtedly - the 
Bank Ad. jargest bank ad 

ever printed in a newspaper was 

that of the Schenectady Savings 

Bank, Schenectady, N. Y., which 

appeared in the Gazette, of that 

city, February 20. It occupied 
nine and one-third pages, or sev- 
enty-five columns. Size was not 
its only characteristic, however, 
for the text was a complete state- 
ment of the bank’s condition, giv- 
ing a list of every security held 
by the institution, and the num- 
ber of each pass-book held by 
22,235 depositors, with amount of 
each depositor’s balance. Mort- 
gages held were listed by number, 
amount of principal, rate of in- 
terest and dates of interest pay- 
ment. A. N. Liecty, of the Ga- 
sette, commenting on this re- 
markable statement, says: ‘Any 
person who has borrowed money 
from the Schenectady Savings 
Bank on a mortgage knows the 
number of that mortgage as the 
interest receipts always contain 
the number. Each person know- 
ing the amount of his own mort- 
gage can check it from this list 
and there is absolutely no chance 
of these securities being wrongly 
listed. In the same way every 
depositor can hunt up the num- 
ber of his book in this list and 
will find opposite the number the 
exact amount of his account as 
it stood on the first day of Jan- 
uary, 1907. It would be hard to 
conceive of a more perfect check 
on a banking institution’s re- 
sources and liabilities than is con- 
tained in this ad, and there is 
hardly any doubt “that the confi- 
dence produced by a _ statement 
of this kind will result in a large 
increase in the business of the 
Schenectady Savings Bank.” 








THE METROPOL ITAN ‘AN MAGAZINE CO 
3.5.07 WEST 29®STREET NEW YORK 


THE METROPOLITAN MaGa- 
ZINE scored a marked success 
with its special Motor-Boat 
(March) issue. 

It carried 1,232 lines of ad- 
vertising of Motor-Boats and 
other Boats and Motor-Boat 
Accessories, or sixty-six per 
cent more than any other gen- 
eral standard magazine. Watch 
the April issue, to be published 
March 15th. 











N. W. Aver & Son will soon 
renew the business of the Ameri- 
can Express Company. 


AN attractive inset of Sun 
Bleach White Goods was placed 
by J. W. Morgan Advertising 
Agency in the following March 
magazines: Century, Harper's 
Bazar, Scribner's, Outlook and 
Munsey’s. 


A NEw agency has been started 
in New York by T. F. Sykes, late- 
ly with the Haulenbeek agency. 
Offices are at Fifth avenue and 
33d street, and among the ac- 
counts are Waltham watches, 
Gibson whiskey and Esterbrook 
pens. Mr. Sykes was formerly 
advertising manager of Life, then 
associated with the Derrick and 
Van Cleve agencies. 
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O’Mara & ORMSBEE have 
joined the ranks of the New 
York special agents who will go 





uptown to occupy offices in the 
Brunswick Building. 
James A, GARFIELD was the 


chief speaker at the Lincoln din- 
ner held in Kalamazoo, Mich., 
February 11, and in his opening 
remarks made happy use of the 
advertising phrase employed by 
William Thompson, Mayor of 
Kalamazoo and president of the 
Kalamazoo Stove Company, “A 
Kalamazoo direct to you.” 








Tue Lee Syndicate of newspa- 
pers, which already comprises the 


Davenport Times, Ottumwa 
Courier, Muscatine Journal and 
Hannibal Courier, has added a 


fifth by the purchase of the La 
Crosse Tribune. A. M. Brayton, 
formerly the Tribune’s owner, 
will be publisher under the new 
arrangement. Frank H. Burgess 
is to be moved from the Daven- 
port Times and made _ business 
manager. 





SoME very attractive double- 
column display ads for the fer- 
tilizers of the Virginia-Carolina 
Chemical Company, Richmond, 
Va., is running for sixteen weeks 
in forty agricultural papers cov- 
ering the South, and also 2,500 
southern dailies and country 
weeklies. Copy was written by 
: Ivy, advertising manager 
for the company, and designs 
made by the George Ethridge Co., 
New York. 








The Newer a awe’ = 

planation of ad- 
Advertising. vertising is given 
by J. D. Logan in the February 
Canadian Magazine. Mr. Logan, 
after extensive experience in this 
country, has become associated 
with the general agency of Wood- 
Norris, Ltd., Toronto. In his pa- 
per, “Social Evolution and Ad- 
vertising,” he points out that, 
while advertising was first com- 
petitive, it is now non-competitive 
in form, being largely the publi- 
cation of information about com- 
modities that, in themselves, are 
fit to survive. Great improve- 
ments are seen in the manner of 


PRINTERS’ INK. 


telling the advertising story. 
Sophistry, special pleading and 
dishonest statement are still evi- 
dent, but must go down before 
the newer advertising: 


The old advertising is pathological; 
the later advertising is sane; both are 
equally strenuous. The old advertising 
had its origin in fear and its impetus 
in greed. It sprang from men who 
had business sense and energy, but who 
aimed by pathological methods of per- 
suasion to seduce possible purchasers 
to prefer and buy A’s goods rather 
than B’s, whether the commodity was 
really preferable or really needed. The 
later advertising sprang from men who 
had business sense and energy, but 
who had also good taste and who ~ 
aimed to give plain and _ competent 
publicity to commodities of honest 
worth. They worked on the theory 
that the energy spent in the pathologi- 
cal advertising, if in the commercial 
plane not wholly waste, were better 
— in establishing thorough merit in 
the commodities advertised. In other 
words, they believed and acted on the 
belief that meritorious goods, if justly 
and competently advertised, will abun- 
dantly sell themselves. And-so, as a 
matter of fact, it happens, The patho- 
logical advertising, however, is doomed. 
Already its death is practically com- 
poet by the men who with scientific 
nowledge and literary ‘skill are now 
applying to the substance, to the form, 
and to the method of the later pub- 
licity. 

These men base their theory and 
practice on an ethical interpretation of 
one of the chief doctrines of evolution- 
ary science. With Darwin, Spencer, 
Huxley, and Kidd, they agree that all 
the world rocesses are remorseless. 
But they believe that the survival of 
the fittest is only a formula for stating 
in terms of mechanics and biology a 
phase of a universal ideal, namely, the 
tnevitableness of worth or excellence. 

Rivalry and endless energy must still 
exist in the commercial plane. But 
what rivalry may exist under the new 
movement is not in any sense com- 
petitive; it is not the offspring of any 
unsocial obsession, such as fear, envy, 
or avarice. There shall be only the 
rivalry of intrinsic worths themselves 
and of the desire to serve society dis- 
interestedly through sane and_ truthful 
pamery. By these high. aims and 
uman methods in thé commercial 
plane, the new advertising is a positive, 
efficient cause in social evolution. It 
establishes and makes real by practice 
a standard of worth as the end and 
law of -commercial conduct and enter- 
prise. 








“Have your want ads printed 
within an hour” ‘is the latest offer 
of the New York Telegram. At 
any time between 10 a, m. and 5 
p. m, a liner may be left at the 
main office of that paper or one 
of twenty telegraph offices, and is 
immediately telephoned in and in- 
serted in the next edition. 

















PRINTERS’ INK. 


. S. Dittmar, editorial writer 
on the Sioux City, Ia., Tribune, 
and formerly manager of the Ex- 
press, Beatrice, Neb., has resigned 
from the Tribune to start the 
Sioux City Trade Journal. 








A DEPARTURE from the style- 
book idea in selling men’s clothes 
through retailers is to be made 
this spring by A. B. Kirschbaum 
& Co., the Philadelphia manu- 
facturing clothiers. Instead of 
the usual  style-books, a large 
broad-side publication similar 
to the Sunday magazine section 
of a newspaper will be distri- 
buted. Fully 1,500,000 of these 
will go to consumers, being 
mailed from the home offices in 
Philadelphia to names supplied by 
the company’s retailers all over 
the country. 


- The movement 
For Uniform for standard rate 
Rate Cards. cards, taken up 


in this country at various times, 
but unsuccessfully, is now being 
agitated in England by the Ad- 
vertising World.. In a recent is- 
sue that journal presents the fol- 
lowing ideal form for publishers’ 
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STEPHEN N. WINSLow, for 
many years editor of the Phila- 
delphia_ Commercial List and 
Price Current, died in that city 
February 21, aged eighty-one. He 
was a contributor to the first is- 
sue of the Philadelphia Evening 
Bulletin when it was established, 
April 10, 1847, and a well-known 
writer on business affairs, 





In furtherance 

Regal Shoe of extensive plans 
Expanding. to increase fac- 
tory facilities, open new stores 


and establish branch agencies, the 
Regal Shoe Company, Boston, is 
running large mewspaper and 
magazine announcements of a 
stock issue. The company’s cap- 
ital is $5,000,000, half preferred, 
half common, of which $1,500,000 
in seven per cent preferred is of- 
fered to the public. The present 
selling equipment reaches only 
one-fifth the population of the 
country, and factory facilities 
must be immediately increased to 
take care of waiting business. 
The Regal Shoe Company was 
founded in 1893 by Elmer J. 
Bliss, with capital of only $1,500, 
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Tue advertising department of 
Appleton’s Magazine has _ been 


given in charge of H. T. Rodman, 
who has been connected with D. 
Appleton & Co. for several years. 








What’s in the The A. N. P. A. 
committee on 
Mails. 


postal matters has 
abstracted from the Postmaster- 
General's report some interesting 
statistics of second-class mail. 
These are based on six months’ 
weighing ending December 31, 
1906, and show that periodicals 
are hardly responsible for abuses 
in postal affairs. The following 
percentages were found: 


Per An. Wght. 
Cent. Pounds. 
Daily newspapers....-...-- 38.13 282,247,712 
Weekly and other news- 

DRDNIS . 60s0sccpenccesnes 21.0% 155,473,296 
Magazines........cceseese 183.45 136,272,1 
Religious publications..... +53 42,969,906 
Agricultural publications.. 4.63 34,298,702 
Trade publications........ 4-5 33,379,278 
Scientific publications..... 1.20 8,893,718 
Educational publications.. 0.68 5,071,496 
Miscellaneous........+++++ 5.86 43,401,524 

Total....seeseeeesses 100.00 740,907,830 
“From these figures,” says the 
committee, “it is evident that 


newspapers, daily and weekly, are 

sixty per cent of the total. The 
religious, trade agricultural, 
scientific and educational publica- 
tions combined do not constitute 
eighteen per cent of the total and 
consequently they are not serious 
factors in the postal problem. 
The magazines are the surprise 
of the weighing. Instead of 
swamping the mails, as had been 
supposed, they proved to be an 
inconsiderable part of the total, 
less than one-fifth. The extent 
to which the country weekly fig- 
ures in free county circulation is 
not disclosed, but it is estimated 
that the contribution of the Gov- 
ernment on that score may be 
put at $400,000 per annum. The 
sample copy, which has been de- 
scribed by the Postal Commission 
as “the fountain of the gravest 
abuse,” costs the Government 
$309,320 per annum. These fig- 
ures indicate that the Postoffice 
Department has made a mistake 
in attributing most of the abuse 
of the second-class rate to sample 
copies, or else the count of sample 
copies is wrong.” 





PRINTERS’ INK. 


age alten 
Postal Rates. mill. to ad 
York City appeared in combined 
array betore the Interstate Com- 
merce Commission in defense of 
their system of uniform rates on 
milk which had been already in 
force for some forty years, and 
which finally covered distances up 
to 417 miles. On. that occasion 
the railway counsel, Messrs. 
Rogers, Locke & “Milburn, of 
Butfalo, made this statement as 
to the law governing their uni- 
form system of milk rates: “The 
cost of train operation is not ap- 
preciably different, whether there 
be 200 cans in a car or 160 cans 
in a car, or ten cans in a car. The 
same crew, the same messengers 
and organization, and the same 
terminal service has to be main- 


98 tained, whether the can be car- 


ried from Binghamton or not, or 
from Sussex or not, and the cost 
of the delivery of the can is in 
no sense dependent on the length 
of its haul.” 

This language well expresses 
the fundamental law of transpor- 
tation and it has this corollary: 
The cost of a short distance ser- 
vice in light local traffic being far 
greater than that of a long dis- 
tance service in heavy through 
traffic, it therefore follows that 
the adoption of the lowest local 
tate as the uniform rate for all 
distances will furnish revenues 
amply sufficient to pay the cost of 
the common service. 

In his investigations of the 
English postal service, Sir Row- 
land Hill found that the trans- 
port of a postal parcel in the light 
local mail, London to Louth, 
twenty-five miles, cost fifty times 
that of a similar parcel in the 
heavy through mail, London to 
Edinburgh, nearly 400 miles. The 
same thing being found true in 
similar cases, he therefore argued 
that the local penny letter rate of 
England, adopted as the uniform 
standard rate of the British Isles, 
would fully meet the cost of the 
common service rendered. The 
English Parliament accepted _his 
conclusion and, in 1839, the Eng- 
lish penny letter post, with its 
system of uniform rates for all 
distances, became the basis of the 
modern postoffice. 
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PRINTERS’ INK, 


“TAINTED NEWS” A POOR 
INVESTMENT. 


“Tainted News” is the title of 
a new exposure series that Col- 
lier’s begins in its issue of Feb- 
ruaty 23. A month or two ago 
an article of similar nature, 
though not so specific in its 
charges, appeared in the Book- 
man, In between times, there has 
been much newspaper talk about 
the Standard Oil Company’s use 
of newspaper space for publica- 
tion of paid matter that is, in 
every way, indistinguishable from 
news articles or editorial opinion. 

Collier’s briefly shows that the 
lobby, the “yellow dog” fund and 
the campaign contribution are 
now gone as means whereby cor- 
porations can influence legislation. 
Consequently an appeal is made 
to the public through “tainted 
news,” which presents corpora- 
tion views in the guise of items 
and articles, and sometimes seeks 
to influence legislation. like that 


affecting food interests by the . 


smuggling into Washington cor- 
respondence of attacks on Dr. 
Wiley and other officials. 

This is always a suggestive 
theme. To hint that corporations, 
working in the dark, are manu- 
facturing public opinion, and pol- 
luting our free untrammeled 
press, always catches one’s atten- 
tion immediately, and leads to 
speculation as to how much one 
can believe in his daily reading. 

There is no question that cor- 
porations have tried to influence 
public opinion in this way. The 
Little Schoolmaster, however, is 
not so much shocked by such 
revelations as he is pained by the 


-obtuseness of the corporations 


that will resort to them and pay 
the heavy cost therefor. Collier's 


‘gives a list of eighty-eight daily 


fapers throughout the country 


‘that get their Washington corre- 


spondence from one William 
Wolff Smith. 


Smith (says the article), with the aid of 
several reporters whom he employs, gets up a 


‘Washington letter.’’ And it isa very good 
‘letter. The first paragraph will be a well- 


phrased and interesting comment on affairs in 
Congress; the next will be an entertaining bit of 

ossip about some Senator or Congressman; 
the third perhaps will be the latest story about 


‘some Government official. All these are in- 


teresting, timely, and of a character to win the 


-approval of any editor. And they are all quite 
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innocuous. But then will come a paragraph 
containing what Smith calls the ‘‘doctrine.”’ It 
will point out the great need for adding to the 
navy several submarine boats—Smith is em- 
ployed by the Holland Submarine Boat Com- 
pany; or it will explain with great force and 
cogency just why a certain tax on tobacco 
should or should not be changed—Smith is 
employed by certain tobacco interests; or this 
paragraph will explain why acertain section of 
the Pure Food Jaw is all wrong—Smith was 
long employed by Lawyer Hough, the Wash- 
ington representative of the blended-whisky 
interests, which have for years fought Mr. 
Wiley, the Government chemist and pure-food 
champion, and which obstructed the passage 
of the Heyburn-Hepburn Pure Food bill. 
This will be the paragraph for which Smith is 
paid by the corporations that employ him. 


How much Mr. Smith receives 
a line for his service is not stated, 
but a dollar a line is given as the 
price paid for similar service in 
another ‘‘ tainted news’’ campaign. 

The Little Schoolmaster con- 
siders this a mighty poor invest- 
ment, just on the business side, 
leaving out all questions of dis- 
honesty. To show the nature of 
Smith’s service he reprints the 
list of papers herewith: 


City. Population. Paper, 
Alabama. 
Mobile ....+.<+. 38,000... Register. 
California. 
Oakland......... 67,000... Enquirer. 
oh ne 22,500.. Mercury. 
Colorado, 


Colo. Springs... 21,000..Gazette-Telegraph. 
Cripple Creek... 10,000..Times. 


Leadville........ 13,000.. Herald-Democrat, 
Connecticut. 

Ansonia....... 13,000.,Sentinel. 

Meriden....... 24,000.. Record. 

New Haven.....108,000.. Union. 

Waterbury...... 46,coo. . Democrat. 

Winsted ........ 10,000..Citizen. 

Delaware. 


Wilmington..... 77,000.. Journal (Daily). 
Sun (Weekly). 


Georgia. 
Augusta ..... «ee 40,000., Herald. 
Hllinots. 
Danville..:..... 17,000. . Democrat. 
Decatur ........ 21,000,. Review. 
Scenic nee 30,000. . Republican, 


ree 18,000. . Dispatch. 


oe + 57,000. .Star. 
Rockford....... 32,000.. Republic. 


Springfield... oo + 34,000..State Register. 





Indiana, 
Anderson....... 21,000.. Herald. 
Lafayette ...... + 19,000, , Courier. 
BE wcacces'e 18,000. . News-'l'ribune. 
Michigan City.. 15,000.. News. 
Richmond...... 19,000. .Sun-Telegram. 

Iowa, 
Burlington...... 24,000. Hawkeye. 
Cedar Rapids... 26,000.. Republican, 
CHIME: ..c80e 23,000.. Herald. 


Dubuque........ 37,000.. Telegraph. 
Ottumwa ....... 19,000..Courier. 
Waterloo ....+.. 13,000. . Courier, 
Kansas, 
Wichita ........ 25,000.. Eagle. 
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Kentucky. 
Lexington ...... 27,000. . Leader. 
Padaaahh..... .os+e 20,000... News-Democrat. 
Maine. 
Lewiston ....... 24,000..Sun, 
Massachusetts. 
Fall River...... 105 ,000.. Globe. 
Gloucester...... 27,000..Cape Ann News. 
New Bedford.... 63,000. .Standard, 
Newburyport... 15,000.. News. 
North Adams... 25,000.. Herald. 
Northampton.... 19,000. .Gazette. 
Pittsfield........ 22,000.. Berkshire Eagle. 
Michigan. 
Grand Rapids... 88,000. . Post. 
Kalamazoo...... 25,000... 2 ee rk 
Menominee...... 13,000. eader. 
Port Huron..... 20,000. . Times. 
Saginaw........ 43,000.. News. 
Missouri. 
St. Joseph......103,000. . Gazette. 
Montana. 
Great Falls..... 15,000..Gt. Falls Tribune, 
New Jersey. 
Camden...... «++ 75,000..ost-Telegram, 
Elizabeth....... 53,000.. Journal. 
Newark... .247,000.. Advertiser. 
Passaic . . 28,000.. News 
Paterson.. 105,000. . Guardian. 
Trenton..... sees 74,000.. True American. 
New York. 
Albany.....++++. 95,0c0.. Times-Union. 
Binghamton... + 40,000..Heoald. 
Corning.......+. 12,000 Leader-Democrat. 
Elmira. . + 36,000..Star. 
Jamestown. 23,000... Journal. 
Schenectady 32,000 .Gazette. 
Watertown...... 22,000. . Standard. 
North Carolina. 
Asheville....... + 15,000,..Gazette-News. 
Charlotte....++., 19,000.. News. 
Raleigh......... 14,000.. News and Observer. 


North Dakota. 
Fargo ..++e+..+. 10,000,.. Forum. 





Ohic. 
Canton ......... 31,000.. News-Democrat. 
DAFUB. 606000 . 86,000.. Herald. 
Hamilton ....... 24,000.. Republican-News. 
Sandusky .. .... 20,000..Star Journal, 
Springfield...... 39,000. . News. 
Oklahoma. 

Guthrie......... 11,000..State-Capital. 

Pennsylvania. 
ere 27,000.. Times. 
Columbia 10,0co.. News. 

Drie€. . 2.6 +» 40,000. . Dispatch. 
Harrisburg...... 39,c0o..Star Independent. 
et ba mientt . 21,000.. Democrat. 
McKeesport.... 21,000..News. 
Reading....... + 58,000..Times. 

Scranton .....000 73,000.. Times 

Vork soccee sce 21,000. . Gazette. 
South Carolina. 

Charleston . 55,000. . Post. 

Columbia ....... 15,coo. . State. 
South Dakota. 

Sioux Falls..... 10,000, .Argus- Leader. 

Washington. 
Seattle .... .. .. 31.000..Star. 
Tacoma...... +e» 38.000.. News. 


West Virginia. 

Parkersburg .... 12,000.. News. 
Forty-six of these papers fur- 
nish statements that warrant a 
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rating in plain figures in Rowell’s 
American Newspaper Directory, 
1906 edition. The rest are ac- 
corded ratings by symbol. One 
paper, the Guthrie State Capital, 
has the 444 symbol, which has 
the following meaning: 

4 + + The editor of Rowell’s .American 
Newspaper Directory has offered to verify the 
correctness of a circulation statement furnished 
by this paper provided the publisher of the 
paper would agree to place the necessary 
facilities at his disposal. It was stipulated 
that the verification should be without cost to 
the — of the paper; but to this offer the 
publisher’s response was not such as to entirely 
remove the impression of doubt that had been 
cast on the accuracy of the statement furnished. 

Three of the papers bear the 
Guarantee Star—the Peoria Star, 
Decatur Review and Charleston 
State. The latter paper also bears 
the so-called Gold Marks, 


Some of these papers are ex- 


cellent advertising mediums. The 
Little | Schoolmaster, however, 
cannot see any great. danger 


to the country or its. iristitutions 
in expenditure like this. A cor- 
poration foolish enough to waste 
its money in this way is far, far 
from having any correct compre- 
hension of public opinion. If Mr. 
Smith were kindly to put at its 
disposal all the space it wished, 
free of charge, and the editors ot 
these papers agreed to print as 
news anything such a corporation 
wished to say, still it would be 
unlikely to say anything that 
would bear fruit. As  Collier’s 
states, the lobby and other means 
of influencing legislation are sud- 
denly gone, after years of use. 
Some of the corporations have in- 
stantly replaced it with frank 
statements in display space, as the 
Chicago packers are now getting 
publicity. Corporations that 
buy an underground advertising 
service are simply unwisé. They 
want something, but haven’t yet 
found out what it is, or where 
it can be purchased. cage id 
ike 


an enterprising gentleman 
Mr. Smith. is able, at such a time 
of bewilderment, to sell his 
“tainted news.” But the country 
isn’t influenced : thereby to any 
perceptible extent. 

—_—_+9@)——— 


An English manufacturing firm has 
had texts from the Bible printed on 
ad sides of its railway cars.—N. Y. 
ost. 





r 
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SELLS HIS CATALOGUE. 


This little advertisement from 
the Scientific American, in whicha 
New York jobbing house handling 
machine tools advertises its cata- 
logue at $1 a copy, struck the 
Little Schoolmaster as being an 
oddity. A reporter called on Mr. 
Montgomery to learn how sucha 
plan works out in practice, and 
why so high a price has been put 
upon the book. The custom of 
selling fine booklets of general in- 
formation for ten to twenty-five 
eents apiece is now quite common 
in magazine advertising, and it 
seems to be the opinion that a 
better class of people send for 
them when they are sold, and that 
quite as many copies are dis- 
tributed as where the volume is 


Perhaps You Want To Know 











gometbing adore £ joular 
git or fe oh at rare 

e. BB tells you y 
to know abo sues 
with iilust of each. It 
will be sent toy 


“MONTGOMERY & CO. 
105 Fulton St., N.Y, City 


offered free. In fact, the solid, 
buying public is credited with 
some hesitancy in accepting any- 
thing free, on the assumption that 
what can be had for nothing isn’t 
worth sending for. But the idea 
of a tool house, dealing with pre- 
sumably the same class of cus- 
tomers year after year, asking a 
big round dollar for its book, 
seemed out of the ordinary. 





Mr. Montgomery was very 
courteous. 

“The plan isn’t new with us at 
all,” he said. “We have _ been 


selling this catalogue for a dollar 
since 1893. I'll tell you why. 
“We are jobbers. Tools listed 
in our book can be purchased 
from other houses. We have the 
reputation in the trade of publish. 
ing the best machine tool cata- 
logue—har:dy in size, up-to-date in 
information and complete. Our 
catalogue has become a genuine 
handbook of machine tools. We 4 
can afford to send it free to 
customers on ovr list of purchas- 
ers, and do. But the book costs 
us just $1.08 to print and mail, 


33 


counting nothing whatever for 
the expense ot compilation, |un- 
dreds of machinists 1 shops all 
over the country have use tor this 
catalogue as a handbook. Onlya 
small proportion of them are our 
customers. We might distribute 
a hundred copies in some large 
shop where a competitor sells, 
only to make business tor him. 
“So we ask a dollar a copy for 
the catalogue, and refund the 
price with tne first $10 purchase. 
Even on these terms we are giv- 
ing the volume away, and spend- 
ing money in the machinery pa- 
pers to have the opportunity to 


do so. Our list ot mediums is 
small. We use the Scientific 
American, the American Ma- 


chinist, and a few other journals 
in the same class. I dont know 
how much our inquiries cost us 
apiece, but should say that they 
are well under a dollar. We have 
tried general advertising in the 
classified department of Every- 
body’s, but did not find that it 
pulled enough inquiries. Our ad- 
vertisement there cost about $35, 
and the number of inquiries was 
in the neighborhood of twenty- 
five, as I remember. 

“If our catalogue were abso- 
lutely free we could distribute 
5,000 copies to-morrow, not to 
curiosity-seekers, but to working 
machinists who use machine tools. 
They buy through other dealers, 
however. By keeping track of 
the orders resulting from sales of 
the catalogue we find that only a 
very small proportion subsequent- 
ly order goods. We had a book 
of another character to distribute 
one year, and advertised it free. 
Over 7,500 copies were sent out, 
and from these people we got but 
a small percentage of orders— 
about one-third. So the plan of 
selling the catalogue has proved 
the only one possible for us. It 
works well. We have followed 
it nearly fifteen years.” 

—_—_ +> 
MORE SAFEGUARDING OF PUB- 
LIC MORALS, 

It will be of interest to our readers 
to know that the postal authorities for- 
bid a newspaper to publish an account 
of a hog-guessing under penalty of re- 
fusing to allow the paper to pass 
through the mails. All postmasters on 


Long Island have been so notified.— 
Oyster Bay Pilot, 
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INSURANCE “HOUSE 


ORGANS.” 





Many of the leading life insur- 
ance companies issue little maga- 
zines for distribution by their 
local agents to policy holders. A 
good deal of money is spent on 
some of these “house organs.’ 
But chiefly in oe postage 
and mailing. Very littie is ever 
spent on editing, to judge by the 
specimens that the Little School- 
master has seen. 

Here is a representative publi- 

cation from a large Boston life 
company, sent out quarterly. It 
has sixteen pages. Five of these 
are given up to pictures. ‘There 
is a portrait of a girl on the front 
cover, a full-page photo of a bay 
up in Newfoundland, a comic ser- 
ies cut out of “F liegende Blaetter,” 
a sunset off Bermuda, a view of 
the flower-market in Brussels, 
another of the falls of Iguaza, in 
South America, and another of 
the old lighthouse at Dartmouth, 
England. These pictures have as 
much bearing on life insurance as 
the funny section of a Sunday 
mewspaper. The other eleven 
pages are given up to text, but 
not more than three deal with in- 
surance, and these with abstract 
probiems or the general need for 
protecting one’s family. One in- 
teresting story of a policy taken 
out in this company forty-four 
years ago is given. The rest is 
mere mush. 

Now, while this company—and 
all life companies, for that matter 
—are going to the expense of 
sending out such a production, 
why should they try only to en- 
tertain? Can a life insurance ad- 
vertising department, in its odd 
moments, hope to fascinate the 
public as thoroughly as the ed- 
itors of ten-cent monthlies? If it 
did, what would be accomplished ? 

A life company’s “house organ” 
goes to policy holders—people 
who have insured their lives. 
Therefore, abstract reasoning 
about the wisdom and value of 
life insurance would seem to be 
very largely wasted on such read- 
ers. There is but one purpose 
that a periodical of this sort can 
possibly accomplish, and that is 
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to sell more insurance and make 
approach easy for agents. A 
“house organ’ may have some 
slight value in keeping policy 
holders happy and leading them 
to pay premiums regularly. But 
the agents usually attend to that. 

The company publishing this 
little magazine is mutual in 
nature. Perhaps enough has been 
said the past two years about 
spending policy holders’ money 
unwisely. It would be best here 
to make no ill-natured remarks 
on that subject. Yet there can 
be no doubt that this company, 
and all others, might render pol- 
icy holders a very valuable ser- 
vice, and incidentally help them- 
selves and their agents, by en- 
gaging, first, a capable editor. 
When a-man skilled in forceful 
presentation of vital facts had 
been hired, he should be present- 
ed with some such work as that 
published a year ago on “How to 
Buy Life Insurance.” This deals 
with the advantages and disad- 
vantages of various policies for 
various people, and there are so 
many sides to the subject that a 
book was needed to cover them 
all. He ought to draw on this 
information, and to have all sim- 
ilar information that agents and 
officers could give him. He ought 
to gather from the agencies in- 
teresting stories of how men in- 
vest in life insurance, how they 
select policies to get the best re- 
turn for a given expenditure, how 
they pay the premiums, how they 
save the money to meet payments, 
and so forth. A live editor on 
the job would make such a maga- 
zine vital as a selling force—not 
a mere pastime. From the stand- 
point of practical salesrhen and 
advertising men the little maga- 
zines now sent out by the average 
life company are criminally 
wasteful. 

— + 


Untit recently there was a partner- 
ship existing between two darky black- 
smiths in an Alabama town. The dis- 
solution of this association was made 
known by a notice nailed upon the 
door of the smithy, which notice ran 
as follows: 

“The kopardnership heretofor_resist- 
ing between me and Mose Jenkins is 
heerby resolved. All perrsons owing 


the firm will settel with me, and all 
perrsons that the firm owes to will 


settel with Mose.”—Harper’s Weekly. 
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WHAT SELLS CALENDARS. 

Publishers are alread y getting ready CIRCULATION MAN. 

e. the next output of holiday calen- lah ew chediiies Ganmered ote, 
“I made one mistake last year,” said | Popular magazine, well satisfied and do not 

a man who gets out many of these want to make a change; but for half what a 

presents, “which I am not likely to circulation manager would cost you, I will 

. I tried several calendars "that give you the benefit of several years’ ex- 
mies el pe pd inane ue perience in all lines of circulation work. A 

pom 

Christmas all my calendars will be = ee : 

only pretty women. There is nothing PORE ty CREO ters’ Ink. 

clse in —_ ae pele takes - 7 : 

interest, and that is the kind that sells 

immediately. They are never left CARD INDEX VDEX SUPPLIES. 


over.”"—N. Y. Sun. ET prices on Stock Cards Cards and Special Forms 
m manu 
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rds fur. tor 
Advertisements. all, makes of Peabinets. "Special discounts to 
ape Rane ST. NDARD INDEX CARD COMPANY, 
Advertisements in “ Printers’ Ink” cost twenty 707-709 Arch St., Philadelphia, Pa. 
apne a fins or, ‘orty dollars a page (200 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount muy be deducted y payment DIRECTORY OF " NOVELTY MANU. 
accompanies copy and order for ivsertion FACTURERS 
pe By e per cent on yearly, coutract pa “a por acai norntaale 
bd GENTS wanted to sell ad novelties, 25% com. 
demanded foran advertisement, and granted £4 3 samples, 10c. J.C. KENYON. Uwego,N. Y. 
y' AMPLES and adv. rates 200 best M.-O. me- 
vias. SAaiums tor 100.8, W BINNIE’ LB 98, No. 


I WRITE advertisements that sell the zoods. Manchester. ind. 
Address H. P THUXI.O\\, Kditorial | rc 
ment of tne World, 61 Park Row, N. Y. City. 


pthread FOR SALE. 
‘HE circulation of the New York World, a ees 
I morning edition, exceeds that of any other N EWSPAPER and Job Office at a bargains he} 
morning newspaper in America by more than interest or entire plant. Half inte will 
100.009 copies per day. carry entire management of plant. Fine chance 


Societies for gvod live man. MAHAN & RABCOCK, No. 
V 7 ANTED editoriai write: of experience and 228 Lee Building, Oklahoma City, Okla. 





force for lea Gaily in city of — —_——— 
near New York City, Address, stating partic HOR! SALE—A newspaper and job pointing es- 
lars, “N. E.,” care Printers’ Ink. Paper r over 60 
forint axed il bey’ Only Republican paper in ae count: 
“ALES manager, experienced, to direct force department well equipped. Terms, onan. 
of travelling men. Good 0} oppo porenity for Address W, A. ERDMAN, stroudsburg, Pa. 
rear cer. Salary according to avility. +o 
HAPGOODS, 305 Broadway, N N.Y. 
HALF- LLF-TONES. 
Newer eree) POSITIONS 0 open for advertising 


RITE for proofs and p and prices of hai 
solieitere of encegastal experiance. Bersighs A arse Shri GEAVING Co., *th 
rRWAE DS NE NEWSPAPER MEN’S EXCHANGE Ave.sand 4th St., New York City 


(estab. 1898), Springfield, Mass. EWSPAPER HALF-TONE TONES. 
W ANTED thoroughly experienced salesmen LN 2x3, 75c.; 3x4, $1 ; 4x5, $1.60. 
for a ag line of art advertising calen- Dehvered when — accompanies the order. 
Oe ie se Cy none on = ty Copy- ena for sample: 
re ‘ted “derigns. - ~~, Vg: a . experie > KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 
G CO., Newark ee 
= ce . FATE:TONE_ or line productions. 10 square 


66 Aa MAGAZINE”—THE WEsT- inches or smaller. detivered prepaid, 7ic.: 
ERN MONTHLY xhould be read oy every 6 or more, 50c. each, Casa with order. Ali 
advertiser and mail-order dealer. Best “School newsvaper screens. Service day and night. 
ro  havertta » existence. Trial subscription Write for circulars. Keferences furnisbea. 
cents. Sample copy free. THE WESTERN Pelleaehen process-engraver. FP. O. Box 815, 
MONTHCY, 819 Grand Ave., Kansas City, Mo. hia, Pa. 


————+->>—__—_—_— 
OOD CHANCE FOR YOUNG MAN—A pro- JINGLE ADWRITER. 
J prietary medicine concern in the western psc Svs 
part of New York State offers a young man of Pe yg go to order; new and spar 
pa — — eng Bee A somewhat fet ling. State any points you wish Stee. 
‘amiliar with newspaper advertising, a good References 
——- that should Tend to Ad- JOHN D. PHILIPS, Iroquois, So. Dakota. 
ress P, O. BOX 708, Buffalo, N .¥. —_~or 


Aste Game s and echoes with common ADVERTISEMENT CONSTRUCTORS. 
school educations only, who wish to qual- ‘thn eek 

ify for reaay positions at $2 a week and over, to I bee +4 ee 
write for free copy of my new prospectus and Send on our 
endorsements from ijeading concerns every- We'll boi 

enere. One graduate filis $8,000 place, another 
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$5,000, and any number earn $1,500. The best Deawor bikie, Lagrange, Ind. 
clothing adwriter in New York owes his suc- I IF YOU ARE NOW RUNNING 
cess within a few months to my teachings. De- any Newspaper or Trade Journal Advertise- 
mana exceeds supely ments that are not producing the results ho) oped 
GEORGE 4H. ELL Adcertising and Busi- for, why notact upon this entirely costless su; 
ness Expert. 143 Metropolitan Annex, New York. gestion? Jf you will clip out and gend me suc) 
—_—_——- somehow-don’t-seem-to-catch-on”  advertise- 
Y YOUNG MEN AND WOMEN ment, I will send you a sug¢estion for its better- 
of ability who seek positions asadwriters ment and quote price for same. I make a 
and ad — t should use the os col- spec of rooting SPACES after fa fash. 
umns of Printers’ INK, the business journal for ion that un a #, prevents their  neing 
adve: a ubdlished "weekly at 10 —— St., “snowed vote b Tr and more ambitious 
New York. ‘fa ch advertisements will be inse’ eighbors. [ ni not remind any advertiser 
at 20 cents per line. six wortisto the line. !’RINT- that the cost of an unnoticed. because over- 
Bre’ INK ts the best school for advertisers, and it peeowee. pares eeeee RL money absolutely 
teaches every week more employing aavertixers thrown a this. 
than any ~*her publication in the United States, 


a 
3 
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wi ne Know: 
OL. FRANOIS | MAULE: it? Saneon 8t,, Phila, 
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MAIL-ORDER BUSINESS. ADVERTISING AGENCIES. 
E havea song) article for for a mail-order prop- . O°GORMAN AGENCY, 1 Madison 
osition. ee HAVEN CU., 1164 D.4 e N.Y. Medical Journal advg. Soubeaively 


Broadway, Oakland , Cal, 1, 
I W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, so 


MAKE MONEY BY MAIL CHSSTER THERGEM. 08 Deseo Bote... Phila. 


Onl re time and little cash uired ° > oi ae booklets, ciroular letters, etec., 
to start. y. ca We teach you the maiennae bus- prepared, vesignea and printed. 
iness by mail; thorough, practical instruc- M\HE IRELAND ADVERTISING AGENCY. 
t = gleaned from + bc ggeh ys of tek arpa Write for Different Kind Advertising . 
who have me rich. ‘ou are re) hilad 
being a drudging nobody, res us show you —U Chessaust Street, P 6 Ipbia. 
how — — — pe bie big paving bas busi- TONBER ADVERTISING CO., Honolulu—Cos- 
nexs of yo mopolitan population makes ‘ee? it years 
ORDER LYOFUM. 412 Phelps Bide, experience valuable. Bowspapets, © ilboards 
SCRANTON. PA, walls, distributing, mailing hsts. F 











20> = A es Se 6 On. ® 25 Broad § noes, Y. 
a - General advertisin Estab! 
PUBLISHING BUSINESS OPPORTUNI- 1872. Cnicago. Boston. Philadelphia. Advertis- 
TIES. ingof all kinds placed in every part of the world. 


Ewrite and illustrate advertisements and 


A ( | ass Week| advertising literature. We place adver- 
tisements in publications reaching the consum- 
ers of your product. We print advertising liter- 

ature in a palatable form. If you want to 
develop trade in territory which is not occupied 





Vhich has been an bya client of ours who1 also a competitor of 
Important factor in — if we see possibilities of ore panent 
Its field during the carefully and effectively. Cortes eens 

om) answe! a 
Last quarter century, RISING AGENCY, Eilicote Square, Buffalo, N.Y. 
Is now available on RPUGIOUS PRESS ADVERTISING  SYNDI- 
Account of owner's om a Cate. JACOB “= SS & Ye Species LARS —— 
° p> fe prese: a- 
See tetavete. tonal wacko, covering ce mouth, combined 
on a circu. on . it includes more than 
This journal has a two-thirds of the religious weeklies of the South, 
represen erent religious denominations, 
Good name. It has and covers 13 States; 174 of the circulation in 
Never sacrificed Sarto: tn couuiesqud torres of haan thom 5.46 
inci " population. Circulation ave’ 10% copies to 
Principles to profits each of tne 34,143 postoffices in the South, afford. 
Its circulation is ing an excelient medium with which £0 reach 
° the su jurchasing element oO uu! 
Large and its gross white people. inte am, ox agate ee. aubiect 
. 0 8 e iscoun rangiu; rom » Ge 
Business reaches a pendent upon the size of he order. Fourteen 
High figure The —— _ or over, $1.60 per agate line for 
ad e entire 
Time is now ripe Write for estimates. 

For the right man ADVERTISING MEDIA. 
To do big things. (THE 1005 issue of the American Newspaper 
bf > rectory shows at the ave) ‘e issue 

With this property of the Troy (0.) RECORD in 1904 was 1,150. Aver- 
$75,000 should be age in 1903,1,188. 

. PEOPLE hive in Oberlin, Ohio; 2,000 
Available. 6.00 of them students, 200 teachers. ‘THE 


News, published a reaches them. High- 


EMERSON P. HARRIS, rae ame aa COUNTY TIMES 


Broker in Publishing Property, Hammond, Ind. 
253 BROADWAY NEW YORK Only seven months old—too young for Roll of 


Honor. but too strenuous to wait. 
PRINTERS’ SUPPLIES. sworn circulation of 7. 





Covering the ona Pe Region, witha 
Statements made daily. 


Gordon Press Motors Je, eel 


Just perfected friction drive, variable speed, 
alternating and direct current Motors for Gor- HE DICK MATCHLESS MAILER. lightest and 
NTINE 














don and Universal Presses. oe ape 100 to 3,000 NTIN 
impressions per hour. Write for booklet “P. ” Mfr., oot yg St. tro lo. . Ae va wale. 
GUARANTEE ELECTRIC CO., 
Chicago, Til. PRINTERS. 
—— ae 
RINTIXG—-SUS {PUBLISHING COMPANY, 
PATENTS. P Paulsboro, N, J. 
P h RINTERS. Write kK. CARLETON, Omaha, 
fone 8 a 3 Hlredlyen eo receipe Sev.. for copyright lodge cut catalogue 
of 6 cts. stamps. R. 8. & A. B. LACE RE t catalogues. booklets. circulars. acy. 
Washington. 1). 0. Eatab. 1869. ne an ‘nas, irrite for prices. THE 
BLAIR PTG. Cvu.. 514 Main St.. Cincinnati. 0. 
PAPER, ee ee ee 
eres PRESS CLIPPING BUREAU. 
B entatavenio we foe re’ city bg) WEsT PRES: CLIPPING BUREAU, 
e' 0) ° 
Sl. ka, =, covers only Kan., Mo., Ark., 


papersa specialty. Diamond B Perfect. 


Coated = 
Write for high-grade catalogues. Tex, 7 ry. and 
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POST CARDS. 


E ne the Cuts to print from. Print Shem, 
Samples for stamp. STANDA 
ENGRAVING CO., New York. 


BOOKLETS, 


ORE BUSINESS 7% RETAILERS—Not 

Maong “gl _ HO My booklet am 

all. Free, if yl + on your letterhead. C. 
NELSUN LEACH, Brooklyn, a. ft. 


PREMIUMS. 


MP HOUSANDS of suggestive premiums suitable 
a publishers and others from the foremost 
makers and wholesale dealers in jewelry anc 
kindred lines. 500-page list price illustrated 
catslogne. OO) Prong ya a of its —_ 
l'ublished annually, 35th issue now ready ; free. 
8. F. MYERS CO., “aw. a iw. and 49 Maiden Lane, N. ¥. 
SEED AND BULB PREMIUMS 
FOR PUBLISHERS, ETC. 
Enormous Stock. All Gua: ranteed. Over 20 
years’ than tence—(Farnishing more Seed Pre- 
ime than a a a. Haif payment 
taken t you Want and 
pres a} nak ling ag = “for apremium. A. 
T. COOK, Seedsman, Hyde Park, N. Y. 
ee eel 


ENGRAVING. 


(COX'ENGRAVING CO. 


8 FULTON ST. NEW Y' 
‘PHOTO ENGRAVING, WO00D ENGRAVING 
DESIGNING PHOTOGRAPHING, PRINTING 


Sa 
SUPPLIES. 
D. WILSON a INK Co., Limited, 


¥ « of 17Spruce 8t., New York, sell more mag: 
azine cut inks than any other ink house in the 


rade. 
Special prices to cash buyers. 


paste for shipping ag 
trunk linings, cigar box l.*els and all 
other purposes. Rernard’s Cold W: ter Paste is 
positively best. Virginia-Carolina Chemical Co. 
use it ex«lusively in 16 Fn eng Sample free. 
CBAS. BERNARD. 609 Rector Building, Chicago. 


OTICK.—PATENTED PREPARED MAT- 
RICES —-Why experiment when you can buy 
regular N por Mats thet will keep for any 

Tenath of time! Any number of casts can be 
taken from each matrix, any weight or size made 
to suit vour wants. Just the thing for small of- 
fices. Bag, Envelope and Novelty Companies, Job 
ani Book Publishers. Papier-Mache, indestruc- 
tible, Stereotype supplies of all kinds. Write for 
samples and petoe, Get os enuine. 
DAVID H USTON 
Successor to F. Sc eoeaing Mfg. Co, 
Plainfield, N. J. 


™m.‘ling wrappers 





Let us send you a sample of our 


‘*“ESSO” 


Molding and Polishing Graphite 


Prices furnished gladly. 


THE §. OBERMAYER CO. 
Cincinnati Chicago Pittsburg 











jee > 
BUSINESS OPPORTUNITIES. 


MONEY MAKER. My Cash Book shows 
$4.617 received from a copyrighted adver- 
tising idea which can be worked anywhere by 
anyone without interference with present occu- 
pation. Fnil particulars and coe right pe 
leges maiied on receipt of a $2 dill. Kxactl 
represented or money back. EMERSON DEP’ 
Des Moines, ia. 


ee 
COIN MAILER 


1,000. For 6 6 coins $3. Any printing, 
$2.55: ACME GOIN CARRIER CO: , Butlington,ia. 
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ADDRESSES SSES FOR SALE. 


LU” of 600 Texas peo} people in good iS oregmionees. 
Tine. ft re sect oe. . stamps. 
KEN». Crandal 


wn Anything you is to know about 

Texas or the Southwest for $1. Seton 

or ne, refunded. LONE STAR Ov., Main St., 
Dal. 'exas. 


UST COMPLETED—List of School Teachers 
containing 4.000 names. Price $5 me ‘com- 
plete list. ED’K C. fa wag -529 
Stephen Girard Bi be 





BILLPOSTING AND DISTRIBUTING. 


DS fae prominent Advertising Agencies 

are authorized to solicit billposting con- 
tracis for the 3,000 members of the Associated 
sters and Distributors. Write for list. 
CHAS. BERNARD, Secy., Chicago, 111. 


COIN CARDS, 


$3 1,000. Less for n more; any printing- 
THe COIN WRAPPER Cv.. Detroit, Mich. 


DISTRIBUTION, 


Mr. Advertiser, 
Can’t You Use It? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States aud Canada like the 
dew. Our Men will Distribute your Adv ereing 
Matter an, are ahd to any class of 
ONE-FOU THE CC st of MAI ING. We 
will handle Toe business for you, or, if you 
prefer to toa Bes contracts direct with our 

iscributors. £ WILL MAIL YOU OUR DIs- 
TRIBUTORS? DIRECTO RY FRE WE 
ANTEE AN HONEST DISTRIBUTION, and will 
pay for oe not so Distributed or destroyed. 

RITE US NOW. See if we can’t do so 
thing togethe - References : Publishers’ Com 
mercial Union and Bradstreet. 
NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, Ill. 


Let the 


Ring for You. 
Miniature 


e 
pot oad et 
. 7 ney hit for 


Newapapers use them on “boosting” 
days, home-town, circulation, ball-teams, 
eal Estate Men, booming allot- 
— real estate auctions, excursions, 


VD ichnted Resorts. opening days. 

Conventions, political, trades, college 
alumni, field days, county fairs. 

Department Stores, Installment 
Houses and all other merchants who 
want all the women in townin their store 
ir one day d the belis bring big 


ness. 
Your label on your bells. 
* 1,000, 8 65 
5,000, 8800 
Nearly 100,000 bells sold in six months— 
nothing but enthusiastic letters from 


purchasers. 
A sample if you use your business 
stationery and enciose 10c. in stamps for 
mailing. 
Write or wire me before someone else 
in your town gets them—the bell wether 
always l<ads the flock—be the leader in 


Pre WUESTEMAN 
( 
CHAMPAIGN 
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Can There Be Better |\| Stamping >. a | 


Proof of Efficient Roofing C 
Service ? Plates he. 


with brand or weight of coating 
Fort Situ, Ark., . not the only protection due the ar- 
chitect, property owner and tinner, 
souiendiatal The PROCESS by which the 

Printers’ Ink Publishing Co., Tin and Lead is made to stick to 
Ness York, Ni V2 the Black Plate, using PALM OIL 

; ‘ as a flux and not ACID asa flux; 
GENTLEMEN—Replying to your | | the ASSORTMENT, and the 
favor of the 8th inst., we enclose reputation of the manufacturer, 


renewal of our order for ad in count for more. . p 
Stamping the ‘‘American Eagle 


your ROLL OF HONOR for on a piece of brass does not make 
another year, also copy. The a‘‘gold dollar;’’ therefore, the brand 
fact that we renew this order from does not Rd As only ey | 
t ss the best evid The “MERCHANT’S OLD 
Ae “yt a se Laon cap METHOD" carriesthetest of time 
ee ee wee ween ore and the makers’ reputation with it. 
good paying investment. No wasters or seconds of this 
sirens ne aie Philadel phi 

ew Yor eiphia 
THE TIMES COMPANY, Breckiya & EVANSCO Kansas City 


i Successors to 
H. H. Horton, Adv. Mgr. Denver MERCHANT & CO., Inc. 



































Can You Use 
A Good Advertising Man? 


A manager and an executive— 

Of exceptionally comprehensive experience— 

A business-industry analyst— 

A deviser of forcible, practical. effectual advertising and selling plans— 

A writer of fadless salesmanship ‘‘copy’’ that will sell the things writ- 
ten about— | 

A man having wide and diversified information covering commodities 
and business propositions, as well as practical knowledge of details of all 
trades and professions associated with or pertaining to publicity— | 

A man who has sold, and can sell, at either short or long range, and 
who can— 

Take entire charge of your advertising (and sales), and within one year 
show material resultant increases in output, and in net profits. 

I am this man. 

For over fifteen years I have done nothing but advertising work, 

For over five years I have been one of the highest-salaried advertising 
men in Chicago—presumably on my merits. 

I now wish to make a change. . 

The poe of salary, for the first year, can be adjusted—if you want 
me and I want the “job.” But I am looking for a connection offering large 
opportunities to the man big enough to grasp them. 

I will be glad to give you (confidentially) all desired particulars relative 

ress 


to myself. 
“ADVERTISING MANAGER” 
P. 0. Lock Box 336 Chicago 
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WANTED 


EDITOR FOR FARMING MONTHLY 








Eastern publishers of an old-established low- 
priced Monthly desire an Editor fora Monthly Farm 
Paper. One who is thoroughly acquainted with up- 
to-date Western methods of Farming. 


To an experienced young man of ability, under- 
standing the science of illustrating and ully cap- 
able of selecting suitable associate correspondence 
writers relating to the Farming World of the United 
States, a permanent position is offered. 


In writing, state age, qualifications, experience, 
salary expected, and whether you desire to reside 
in the East or West. Address 


FARM PAPER, 


Care Printers’ Ink, ro Spruce Street, New York, N. Y. 














4 YEARS FOR $5 


The subscription price of PrinTERsS’ INK is $2 a year, 


but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It teaches 
them how to make their advertising pay, and to become 


larger and better advertisers. 
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| Speaking of Newspaper 


Representatives and Others— 


TT HE idea that all the “Live ONEs” are moving up town 
fm is only a fallacy. 

There are still nearly 150 newspapers represented un- 
der the roof of the New and Greater Tribune Building, 
which will probably-always be the recognized home of news- 
paper men in New York, and which offers many advantages 
to those seeking a business home. 

The high character of its tenants, its excellent location, 
opposite City Hall Park, its nearness to the Subway, 
Brooklyn Bridge and ‘Third Avenue Elevated Road, its 
splendid elevator service (Plunger type), and the fact that 
the building is never closed, should commend it to any one 
whose business is down town. 

A few desirable offices are still available, and it will be 
a pleasure to show them at any time. 


Apply to the Superintendent of the Building, Room 607. 






































/ A SQUARE DEAL 


You were so fair with us on the 5)-lb. keg of news ink that we pro- 

pose to give you ali our business in the future.—Heraid. Moniciuir, N. J. 
Expressions of feeling, same as sent by Mr. Chrisman, of 
the Montclair Herald, makes a fellow feel as if he is amply re- 
paid for any small favor which he might do, and inspires him 
to continue in the good work. I am always willing and ready 
to go out of my way to please and help a customer, and I 
attribute this policy to my success in building up my busihess. 
The little job printer was formerly used as a sort of a buffer, 
and all the odds and ends of an ink shop were dumped on him, 
I broke up the system when I catered for the trade of the 
little fellow, and sold him his quarter-pound can at the same 
rate as his more prosperous neighbor who bought in larger 
quantities. When my goods are not found as represented, the 
money is refunded, also the cost of transportation. Send for 

my sample book. Address 


PRINTERS INK JONSON 
17 Spruce St., New York 
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PUBLISHED IN LONDON 
Feb. Byan American Familiar 

Number! with American Goods and 

withthe British Market 


























Packed with facts indicating the scope of your oppor- 
tunity and character of your competition in the British 
market. Gives acareful analysis of national wealth and 
income. Correctly indicates the buying capacity and pre- 
ferences of the public. 


DERRICR’S 
BRITISH 
REPORT 


not only shows if there is an opportunity for American 
Proprietary Goods which have not already been placed on 


the British Market, but also shows whether increased trade 
may be secured for goods already introduced. 


BEING A CAREFUL DIGEST OF PRESENT 
RRITISH MARKET CONDITIONS IN THE 
INTEREST OF MANUFACTURERS SEEKING 
TRADE EXTENSION FOR PROPRIETARY 
GOODS SOLD UNDER ADVERTISED NAME 
OR REGISTERED TRADE MARK 


DERRICK’S BRITISH REPORT is issued in the form of a Monthly Maga- 
zine, and during the coming year will carefully cover the entire subject of 
Proprietary Goods in Great Britain. Every number of DERRICK’s BRITISH 
ReEporT should be in the library of every American Manufacturer who is 
looking into the future. 


Begin Your Subscription with No. I 


Invaluable, Comprehensive, Reliable, and of absorbing interest to anyone 
seeking extension of trade beyond the seas. Price, post paid, $1 per copy. 
Vol. 1., 12 Nos., $10. Make all remittances by International Postal or Ex- 
press Order, or by Exchange on London, to 


PAUL E. DERRICK, PUBLISHER 
34 NORFOLK STREET, STRAND, LONDON, ENGLAND 





How to Sell Goods 
—How to ginger up a 
sales force. reese! 
—How to a business 
in dull season 
—How to route, aeatie, 
and check sales 
—How to train, “daresay 
and coach a sales force. 
—How to secure and or- 
oe salesmen and 


agents. 

—How meet objec- 

tions and | to be a guod 
“closer. 


- to handle whole- 
salers and retailers to the 
best advantage. 

—How to judge a@ good 
salesman—how to hire and 
how to be one. 

—How to analyze your 

roposition and pick out 


ts sel poiu 

And hundreas of other 
vital inters and plang 
for clerks, city salesmen 
traveling salesmen, retail- 
ers, wholesalers, manufac 
turers, mail-order houses 
and advertising men. 


How to Buy at Rock 
Bottom 
ee to trap a lying 


—aew "to close big tran- 
sactions. 
—Ho ow to prevent ex- 
travagant purchasing. 
—How to know to a 
nicety what stock is on 


nd. 

—How to devise a simple 
system which wiil bring to 
your notice automasionlly 
all data, prices, etc., about 
a given article. 

—How to formulate a 
complete Py py) and 
record system for a mail- 
order house. a factory or 
a retail, wholesale or de- 
partment store. 

And other priceless 

inters on purchasing, 

| description, that 

business n, em- 

pas. or employee, o “4 
have — at 


rt to Collect Money 


—How to judge ~~ 
om ad to collect by 


“= to be # good collec- 
tor and how to hire one. 

—How organize a 
credit — coliections de- 
partm: 


quicix, ac- 
curate, inside information 
about a customer's ability 


nd valuable informa- 

tion obtainable in no other 

. for credit men, col- 

ors, Peay! and 

ness man inter- 

ool oe in this vital depart- 
ment, 
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798 Vital Business Secrets 


oe Yours for 


Ws: Cents a Day 


Men have sweat blood and 
spent fortunes to learn these 
very business secrets which 
now you may read at your 
leisure and master at ease. 
The crystalized experience of 
practically the whole world 
of business is placed now, 
and for the first time, at your 
instant disposal by the Busi- 
ness Man’s Library, described 
here. 


Mr octonay A sight big, broad men—not mere 
writers, but Natioual Business Men, whose 
very names; inspire respect and 2dmira- 
tion and confidence—are the authors of 
the Business Man’s Liorary. Alexander 
H. Revell, founder and president of the 
great firm aring his name; Sears. Koe- 
buck & Co.’s Comptroller; John V. Farwell 
& Co.’s Credit Man; Repepomers Ward & 
Co.’s Buyer; Sherwin-Williams Co.’s Gen- 
—_ er, ‘These are onty afew of the 
big business men ~~, a, contributed 
to the Business Man’s 
Then add to the hely hie this Lib 
will bring wie ~ which = 
get from ch si 
eminent the magnate ‘of business. 


- ay 0 Picture in your 
mind six anieomns 
— FFER the sam 
ype that are usua ally to be round 
vin costly editions. paces t 
only scarcely be worth pol to you nat 
each lesf were a $10 bill; and pa dd 
months of SYSTEM—more than 3,000 
of current business experience ‘and help, 
pe ge | into ready cash—and t 
think of this offer: Only $18, py oa 
thin over nine months,and they are yours 
at once. Your check or money order fcr 
eS 3s a@ $2 bill sent to-day, will start the 
you to-morrow, express and 
every » ©. charge prepaid, and_enter 
your — as areguiar yearly SYSTEM 
subscriber. $2 now and $2 a month a 
-4) id Less than you probably 
r daily papers; less, surely, thant it cane 
you for car fare or the evening smoke. 
Long before this week 1s out these helpful 
— if ordered now, will have a chanc» 
to put back in their pocket more than 
th cost. Is the offer clear? There is 
nothing tosign, Write on your business 
letterhead or state what business you are 
in. Simply send $2.00 and say I accept 
your offer in Printers’ Ink. 


SYSTEM 
151-153 Wabash Ave., Chicago 





How to Manage a 


Business 
—How to keep track of 


stock. 
—How to train and test 
employes 
—How to hire and direct 
employes 
w to figure and 
char ge estimates. 

—How to detect and 
eliminate needless items 
of expense. 

—How to get up blanks, 
forms, records and simple 
systems for ali kinds of 
business, 

—How to devise a. per- 
petual inventory system 
that will tell you every 
day the value of mater: 
on hand. 

—How to turn a losing 
business into a profitable 
one—how to make a profit- 
= business more protit- 


And 
ewe, including charts, 

tions. diagrams, 
plans and ae 
man in an executive 
tion needs in his 
work, 


How to Get Money by 
Mail 


countless other 


aily 


—How to write ads 

—How to begin a letter. 

—How to turn inquiries 
into orders, 

—How to get your reader 
to ave. 


—How to formulate a 
convincing argument. 
—How to write trade- 
winning business letters. 
—How to cover territory 
ssiegnen & can’t reach. 
—How to key ads. ata 
lars and all mail 
—Pyw to vrepare an en- 
closure ong a business get- 
ting lette 
—How 740 answer, file 
and follow up inquiries 
from advertisements and 
aa which come in the 
~ eeteced business. 
e upon page of 
praction! vonctaa detail— 
not Ca for mail-order 
firm ut particularly 
helpful to those not mak- 
ing @ specialty of a mail- 
order business. 


How to Stop Cost 


Leaks 

-—How to detect waste. 

oe to make an in- 
ventory. 

—How to 
head” expense 

And chapter: after chap- 
ter of priceless plans for 
enn rey A every kind of 
business in which an ac- 
curate cost system is es- 
sential to money-making 
success, 


figure “‘over- 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS: 


INK WILL RECEIVE, 


41 UNION SQUARE, N.Y. 


FREE OF CHARGES 


CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 


This Green Mower and Roller 
advertisement provided in the 
original a fairly clear picture of 
the articles advertised, but not so 
clear as in the illustration marked 
No. 2. The original advertise- 
ment possesses one serious fault, 
and that is that: the landscape and 
the farm buildings in the distance 
are unnecessary, but that feature 
might be passed by without ad- 
verse criticism if it were not for 
the great expanse of sky, which 
takes up nearly one-quarter of 





BECAUSE of reliability 
and working qualities 7 
- Green's Mowers and Rollers 
are in greater demead_& 
public and privat poe Bs 
golf clubs. ete.. than any other 
make. All types and sizes 
of machines patho Sold 
all Ironmongers & Seedsmen, 
Write for List No. 36 
THOMAS CREEN & SON,Ld. 
Switoriecp Inox Wonas, 
Leros ; & New Surrey Wonks, 
Boutnwane fr., Loxpon, 3.E. 





the entire advertisement. Cloud 
effects have their value in art, but 
not in commercial art. All the 
space now occupied by clouds 
might have been much better util 
ized in a good display of the 
copy. Another advantage which 
No. 2 has is the introduction of 
the man behind the mower, and 
he is considerably more interest- 
ing than clouds and landscapes. 
* * * 


The other evening, in a res- 
taurant, a man who is in no way 


connected with the advertising 
business reached for a bottle of 
Lea & Perrins’ Worcestershire 
Sauce and said: “I have seen and 


tried prebably a dozen different 


GREENS 








Worcestershire’ sauces, but they 
were all poor imitations of this. 
They all lack that peculiar and 
thoroughly distinctive flavor, or 











tang, which this has, and for that 
reason they are a total failure.” 
Which, in the reader’s estimation, 
would be a better advertisement 
for Lea & Perrins—the facts 
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stated above, or the half page 
magazine ad here reproduced? 
Few of us are chefs, and few 
chefs read the high grade maga- 
zines. 

* * 

This handsome automobile, as 
it will be noted, has been aban- 
doned in front of the Grand 
Opera House in Paris. Whether 
the owner has no further use for 
it, or whether he just stepped out 
to see a man, is not explained by 
the copy. In fact, the copy says 
nothing at all, except ‘“Every- 
where and always—it’s a Pack- 
ard.” This is not an interesting 
statement and it is several de- 
grees removed from being true, 
as in some places and at some 
times it might be a Pope-Hart- 
ford, or a Pierce, or a Franklin. 
This piece of publicity, which oc- 
cupies a full page in the maga- 
zines, does not seem to be worthy 
of the name of advertising. It 
consists, rather, of that vague and 
nebulous proposition “Keeping the 
name before the public.” It would 








seem probable that there are 
things which might be said with 
reference to the Packard which 
would prove more interesting and 
be of more value than a_ mere 
picture of a machine standing in 
front of a building. 
* “ * 


It seems to be a peculiarity of 


lamp advertising that as much 
darkness and confusion are intro- 
duced as the advertiser finds ‘it 
possible to get in, Other examples 
of this class of advertising have 
been heretofore reproduced in this 
department, and here is an effort 
of the Acetylene Lamp Company, 
exploiting the Beck-Iden Lamp, 





-BECK-IDEN . 
aceTYLENE T AMP 


The Beck-Iden Die 


Gives the MOST Ii 
Night of any ee ‘uahtings applianc 
eration yay WITHIN THE 


jally finely burnished brass 
ished in Geese, 16 aches bight any > 


cent an 
Descriptive booklet: Me. a free ous phe iy 


Acetylene Lamp Co. 
$0 University Place lew York 
96 Notre Dame Street West, Montreal, Canada. 


Li 





which is similar to the others and 
open to the same criticism. In 
the background, in connection with 
various more or less ornamental 
frills there appears what seem to 
be a globe, and pictures of stars, 
moons, etc. Considered as a de- 
sign on a large scale this adver- 
tisement was probably attractive 
and well balanced, but as a quar- 
ter page magazine ad it isn’t by 
any means as good as it might 
be. The lamp itself would be 
more impressive and create a 
more favorable impression if all 
these extraneous elements were 
omitted, leaving the lamp to shine 
in the reflection of its own bril- 
liancy. 


Brains, no matter in how small 
quantities, are always salable. A nice, 
solid little mail-order business was 
built up by one man upon no other 
foundation than the knowledge of how 
to treat fence posts so they would last 
a long time.—<4dvertising. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, und any other suggestions fur bettering this department. 





WHEELING, West. Va. 
Editor Ready Made Department: 


Please publish these with criticisms. 
They appeared in Wheeling Register. 


Respectfully, 
READER. 





Too much preliminary sparring, 
I should say, before getting down 
to the short-arm jabs that really 
do the business. Just a few lines 
are sufficient to convey the idea 
that the weather is likely to be 
very much to the bad, or that it’s 
embarrassing to be asked to at- 
tend a church sociable when your 
whole stock of footwear is rep- 
resented by a pair of Congress 
gaiters with the “Congress” gone. 
The space used for all these 
superfluous words might better 
contain a list of styles and prices. 
The true artist makes about three 
lines and conveys to you the idea 
of a house or a horse, or what- 
ever he seeks to represent. He 
doesn’t have to put in all the lines 
and label the job to make you 
understand what he is driving at. 
The same thing is true, perhaps, 
to a lesser degree, of advertising; 
if a single sentence conveys the 
idea that is to pave the way for 
an appropriate mention of the 
goods, it’s a waste of time and 
effort, and perhaps of opportun- 
ity, to go on elaborating that 
which only leads up to your sub- 
ject. Here are the ads that say 
so little in so many words, and 
which are needlessly labeled “a 
boy’s ad” and “a man’s ad”: 





A BOY’S AD, 
THE BOY NEEDS THEM. 


Your boy as well as other boys needs 
a pair of our storm shoes; for. who 
can predict what days we are going to 
have mud and slop? 

Probably the weather man. 

But we didn’t hear him say rain for 
Thursday, and it came, not warning 
a pedestrian of its coming. 

’Twill come other days this winter 
without warning—and if you heed our 
warning you'll be fixed for it. 

We’re fixed for you to-day, boys! 

We'll fix you for roughing it, in 
the finest strong shoes in town, 

$1.50 to $3 up. 





Storm shoes for men and women, 
$2.50 to $4 up. 
ALEXANDER’S, 
Woman’s and Child’s 
Store, 
Main St. 


Man’s, Shoe 


1049 





A MAN’S AD. 
SHOES 
DRES 


MEN’S _ BETTER 
are surely a need of most men now 
—holiday social happenings being so 
frequent. 

In fact every man’s wardrobe should 
contain a pair. For who knows when 
he’s liable to spend an evening out. 
Even if he doesn’t expect such an_oc- 
currence—let it happen, and he _ hap- 
pens to be without dress shoes, then 
he’s in for it. 

We have fixed that such may not 
occur to you. 

Our fine dress shoes will meet all 
your dress shoe needs. Patent or 
plain. 

$3.50 to $6. 

ALEXANDER’S, 
1049 Main St. 





There’s Nothing Like a, Demonstration. 
From the Detroit (Mich.) Journal. 





Free 
Demonstration. 


We will demonstrate our. 
new No. 10 shade light and 
Home light in your home. 
Show you what we can do 
and at the same time clean 
your burners free. It’s up 
to you if you want to see 
the man. Call M. 5144, 
new Business Dept. 


DETROIT CITY GAS CO., 
230 Woodward Ave., 
Detroit, Mich. 











It’s a Good Deal More Important to 
Tell What a Thing Is and What It 
Does Than How People Will Husile 
for It When They Know hose 
Things. From the Pittsburg (Pa.) 
Dispatch. 





If you realized fully the 
comfort and satisfaction of 
owning a Purity Still you 
would surely break the speed 
limit getting to our show 
room and placing your order. 
Fifteen Dollars buys a 


PURITY STILL, 
Nixon Theater Bldg., 
Pittsburg, Pa., 
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A Good, Strong “You and I” 
From the Phoenix, Arizona, Republi- 
can. 


PRINTERS’ INK, 
Seasonable. From the Philadelphia 





Black Feet 
Made Them. 


You will remember I told 
you yesterday ne of 
why Indians _ never have 
corns. I advised those of 
you who are troubled with 
foot soreness to come and 
invest in a pair of Indian 
Moccasins. 

Some of your friends have 
done so, and while in my 
store they discovered that 
my Moccasins were genuine 
Indian products. They 
could hardly believe their 
eyes at first because they 
had been to every other 
cutio store in Phoenix and 
had discovered that the so- 
called Indian Moccasins sold 
by them were not made by 
the Indians at all, but were 
sewed bv machinery and 
made of sheepskin. 

I have an immense stock 
of Moccasins and they are 
all the real imported articles. 
They are every one made by 
the Black Feet Indians in 
Canada, and I import them 
ever ear by the aid of 
Uncle Sam's mail service. If 
you don’t believe it come 
and look at the postal re- 


— 

he Black Feet make 
small size Moccasins out of 
buckskin, while they use 
moosehide for the larger 
size. And I can_ promise 
ou that a Moccasin made 
om Black Foot will wear 
about as long as the soles 
ot your feet. My _ stock of 
Moccasins runs from the 
smallest baby foot to the 
largest man’s size. They are 
reasonable in price, too. 


R. L. BALKE, 

U. S. Indian Trader, 
Proprietor the Big Curio 
Store on Adams St., 
Phoenix, Ariz. 





orth (Kan.) Times. 


But the Price. From the Leaven.- 


















Never-Slip Rubbers 


will take you dry-shod over 
the snow, ice and sleet. Not 
job lots or D gee a! goods, 
ut new and perfect stock, 
made up with the Pilgrim 
Heel and Rolled Edges, adds 
about three times the service 
at a nominal cost. See this 
line before you invest, you 
will find them at 


THE CATLIN-KNOX 
SHOE CO., 
Fifth and Cherokee, 
Leavenworth, Kan. 














Bulletin. 





No Odor to 
This Oil Heater 


-—nor any smoke. It’s a 
radical improvement over 
the old style sort. It is safe, 
too, since the flame can’t 
climb once the wick is fixed. 
Easy to fill and clean, $3.50. 

Just the thing for the sick 
room. Useful in heating 
water. Can be carried any- 
where with perfect safety 
and heats a room in a few 
minutes. 

See our big stock of \Gas 
Radiators — especially the 
new .models. 


SHANNON, 


Hardware, 
816 Chestnut, 
Philadelphia, Pa. 











From the Daily Texarkanian, Tesxar- 


kana, Ark.-Tex. 





It Is 
Now Possible 


to get any effect you wish 
with wall paper. It has been 
but a few years since the 
price of fine wall paper was 
so much that only a few 
people cared to go to the 
expense necessary to get the 
selection desired. The rea- 
son why? Machinery had 
not been made to manufac- 
ture the finer grades, and 
those made by hand were 
necessarily more expensive. 

To-day it is entirely dif- 
ferent. The finest designs 
are run off at a high rate 
of speed and the fine old 
pieces of handwork (which 
will live forever) are copied 
and made better than the 
original themselves and at 
greatly reduced prices. It is 
wonderful what can be done 
to-day in wall paper at. small 
cost. ¢ 

Before you re-furnish 
your walls we will be glad 
to have the opportunity to 
go into the matter with you. 
Our experts are at your ser- 
vice. 

A few words in regard to 
our framin department. 
Nothing makes the home 
more autiful than pretty 
pictures tastefully framed— 
the pictures on magazines 
prettily framed make very 
attractive ornaments for the 
walls—bring in _ your pic- 
tures and we will show you 
how to frame them. 


ANGELL & CO., 
Texarkana,~ Ark.-Tex. 
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Troy, N. Y. 
Editor Ready Made Department: 
Kindly render verdict on the in- 
closed advertisement and greatly oblige, 
Yours truly, READER. 





There is nothing about this ad, 
as shown in the reprint below, to 
call for special comment. It is 
just a good average trade paper 
ad, except that it may be a shade 
better than the average in display. 
All it says could be said more 
effectively in fewer words. There 
is no occasion for telling builders 
and roofers what they should be 
interested in, or for explaining 
why their attention is called to 
this particular product. The 
thing to do is to start right off 
with what “American Seal” will 
do—its good qualities, and 
wherein it is better than other 
products intended for the same 
purpose. I should say that the 
offer of a free sample ought to be 
given a little more display. The 
phrase “This cement will answer,” 
etc., rather implies that it will do 
if there is no other way. That 
word “answer” is a negative sort 
of a proposition in this connection: 


ROOF CEMENT 


that is elastic and will adhere firuly 
to slate or metal and will not crac 
or crumble is what every builder and 
roofer should be interested in, thus 
our reason for calling your attention 
to the eugotter qualities of our’ “‘Amer- 
ican Seal” Elastic Oil Cement which 
is oe recommended for repair- 
ing leaks around chimneys, dormer 





‘windows, skylights, fire walls and an 


place that requires fixing on a roof, 
either Slate, Tin or Shingle. : 
his Cement will answer to repair 
a roof when solder can not be used. 
An Offer.—If you are not familiar 
with the excellent qualities of this 
Cement, we will take pleasure in send- 
ing you a sample, without expense to 
you, upon request. 
THE WM. CONNORS PAINT MFG. 
COMPANY, 


Troy, N. Y. 


A New and Good Argument for Print- 
ers Who Have Tpbsestiing Machines. 
From the Washington (D. C.) Star. 


New Type in All Jobs 
The neatness and attract- 
iveness of the printing we 
turn out is due to the fact 
that we use new type in ev- 
ery job and the presswork is 
perfect. Our shop is equipped 
with _typesettin machines 
and with up-to-date presses. 
JUDD & DETWEILER, 
420-22 11th St., 
Washington, D. C. 
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oy Different in Talking Ma- 
alk. From the Wilmington 
(Del.) Evening Journal. 





If I Were King. 


If I were king perhaps I 
might have a private theater 
of my own; if I were king 
perhaps I might have a con- 
cert every afternoon—but if 
I were king, I couldn’t have 
any better concert than the 
one held every Friday after. 
noon in our Tesoment. 

A million dollars couldn’t 
bring the same talent to- 
gether for an afternoon con- 
cert in person that you may 
hear at this store absolutely 
free, on the Edison Phono- 
graph or Victor Talking Ma. 
chines, 

But you may say, “Oh, 
there is such a difference be- 
tween the natural voice and 
a phonograph.” Let us tell 
you one thing. When you 
say this, you are alluding to 
the old or machines with 
their horrible grating noises 
and not to the new Gol 
Moulded Records that Mr. 
Edison has improved until 
| are almost perfect. 

o demonstrate what we 
mean, you attend the con- 
certs that are holding in our 
phonograph department to- 
morrow afternoon, and you 
will agree with us that it is 
one of the best concerts that 
you have ever attended. 

This concert begins at 
2.30 p. m., and lasts for two 
hours. 


LIPPINCOTT & CO., 
Wilmington, Del. 





A Strong Savings Argument. 











Are Youa 
Regular Depositor 


in the army of human beings 
who allow. month after 
month to slip by without 
es any attempt to pro- 
vide for the rough places 
that must be encountered 
during the battles of life? 

The personal satisfaction 
that comes from knowing 
that part of each week’s sal. 
ary is to be laid aside for 
future necessities is much 
greater than knowing that 
ay | must be found to 
pay, oolish debts. 

hy not join the army of 
depositors, and know _ that 
future battles will be victor- 
ies? 
HOME SAVINGS BANK, 
7th and Mass. Ave. N. W. 
Washington, D. €. 
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The Correct Conservative Tone With. 


out Du.lness. From the Fort Smith 


*, Unusually 


rs Bit. 


PRINTERS’ INK. 


(Ark.) Times. 





The directors of this bank 
realize that in the future, as 
in the past, the success of 
the bank to no small extent 
is due to the prosperity of 
its customers, and as far as 
is consistent with sound 
banking it is their wish and 
pleasure to assist the bank’s 
patrons. he patronage of 
depositors and worthy bor- 
rowers is appreciated—and 
all are entitled to and do 
receive courteous treatment, 
friendly counsel and a due 
regard for the _ confidential 
character of dealings 
tween a bank and its cus- 
tomers, 

THE ORR NK, 

TIONAL BANK 

Strongest Depository in Ar- 
kansas, 


Fort Smith, 


NA- 


Ark. 











Good Argument. 


Wont Hurt Sales of New 


Commercial Appeal. 


And 


“Jobs 
From the Memphis (Tenn.) 





Don’t Trade Your 
Old Carriage. 


If it has ever been a good 
corviege if it is comfortable, 
u like it, send it to us 

go it upholstered and 


~ alle ughly overhauled and 
painte 1907 colors, and 
nine times out of. ten we 
will give you better satisfac- 
tion and better results than 


you would get in the pur- 
chase of a so-called stylish, 
cheap, factory-made carriage. 


LILLY CARRIAGE CO., 
Manufacturers to Consumers, 
Memphis, Tenn. 





From the Philadelphia Bulletin. 





Philadelphia’s Best 
Stock of Smoked Fish 


—at Martindale’s. 
Keep this fact constantly 
in your mind—we haven't 
stocked our counters with a 
few kinds of smoked fish, 
hut we’ve plunged, so to 
speak. Every finny favorite 
will be found here. Repre- 
scmted are the famous Nor- 
wegian, Scottish, Yarmouth 
(English), Holland, French, 
Nova Scotia (Canada) and 
our own famous Atlantic and 
Pacific fisheries. 
Here are a few: 
(List and prices.) 


THOS. AR PALE & 


MPA) 
Teas, Coffee, and Groceries, 
Tenth and Market, 
Philadelphia, Pa. 














From the Boston Post. 








Tempting. 
yx 
Trousers. 
Did a good business in 
trousers last week, ©: Think 


‘twas due to genuine bar- 
gains, truthful adveftising 
and fair and liberal. treat- 
ment. Takes more than one 
week to = Four Thousand 
pairs, thou - Still got all 
sizes and all patterns at each 
price. Come and see them. 

4,000 pairs of trousers 
from our wholesale depart- 
ment—handsome, fresh, styl- 
ish, perfectly made. ‘Most 
of them are beautiful striped 
worsteds—some are hand- 
some tweeds. The savings 
are wonderful, sane from 
25 to 60 per cent his is 
the greatest opportunity we 
have offered in years. Act- 
ual values are $3, $4, $5 and 
$7. They are selling at $2, 
$2.50, $3.50, $5. 


TALBOT CO., 
395 Washington“ St., 
Boston, Mass. 











vincing. From the Kansas 


Times. 


Jenkins’ Piano Talks Are Aliways Con- 


City 





Penny Wise— 
Pound Foolish, 


Parsimony in pianos is 
expensive yn nanny When 
et it be a 


ou_ buy a piano 
kind that will give best ser- 
vice and last longest. Bu 
the tried and proven kind. 
In no other store in the 
United States can you bu 
the Barmore at $125, Brad- 
ford at $145, Elburn at 
$190, $210 and ‘$265, Stand- 
ard- eigenen at $240, Har- 
wood at $2 ae ge 3 at 
gato, Har mes 

ose at $360, 
$435, we at $440, Stein- 
wa 500. 

Thete* together with the 
special low prices that we 
quote on the Mason & Ham. 
lin, Ludwig, Gabler,  etc., 
makes Piano buying here a 
real pleasure, because you 
know that under the Jenkins 
one price, no commission 
paying plan, you are saving 
money. Calf or write at 
your earliest convenience. 


J. W.. JENKINS’ SONS 
MUSIC COMPANY, 


1013-1015 Walnut Street, 
Kansas City. 

















